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RADIO abc/nbc • DALLAS 

Serving the greater DALLAS- FORT WORTH market 
BROADCAST SERVICES OF THE DALLAS MORNING NEWS 



The restoration of an old master . . . 
Just imagine the quality touch, 
meticulous care and infinite patience 
required. These are the same basic 
ingredients which comprise the 
quality touch atmosphere surround 
ing today's better television and radio 
station operations. 
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STAR-STUDDED PROGRAMING 




STAR PERSONALITIES 



STAR FEATURES 
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STAR NEWS 



STAR-TUNG RESULTS! 



MORE LOCAL and 

MORE NATIONAL Advertisers 

Than Any Other Philadelphia Radio Station 




HITCH YOUR SALES WAGON TO A STAR 




Represented Nationally by gill- pern a New York, Chicago, Los Angeles, San Francisco, Boston, Detroit, Atlanta 
THE CONSOLIDATED SUN RAY STATIONS WPEN - Philadelphia WALT -Tampa; WSAl - Cincinnati 
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^ NASHVILLE'S 

WSIX-TV 



Now offers 



Quality...with NEWEST 

VIDEOTAPE* 




the fastest way to sell 
the Central South 



Simplified, economical production . . . the 
quickest way ta get yaur sales message 
across. In Tennessee WSIX TV offers yau 
the latest model VIDEOTAPE* television — 
improved circuitry insures brilliant repro- 
duction. Complete facilities far bath re- 
carding and playbock ... or send us any 
tape that's been recorded an on Ampex 
VR-1000 far immediate scheduling. 
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LAND OF THE 
CENTRAL SOUTH 



Rep'eteMeH by Peter*. Gnlfin. Woodward, tnr 



WHO-TV HAS 
BUY-APPEAL! 



I Thousands of Central Iowa housewives get most of their 
shopping and buying ideas from WHO-TV — because 
his station reaches more of their homes in 80 of 120 
quarter hours surveyed, from Noon to 6 p.m., Monday 
hrough Friday (NSI — June 20-July 17, I960). 

Family Theatre, an exclusive WHO-TV production, 
eaches an average of 49% more homes than any 
ither station in the market — Noon-2 p.m., Monday 
hrough Friday! 

WHO-TV's "station time" programming is produced 
vith the state's leading television personalities 
nd studio facilities, plus one of America's most complete 
Urn libraries*. 

Sell Central Iowa's housewives, at a low cost per 
•housand, on daytime WHO-TV. Ask your PGW Colonel 
or availabilities ! 



ft.MG.M Package * WARNER BROTHERS "Vanguard" 
★ "Showcase Package" it NT A "Dream," "Champagne," 
"Lion," "Sunset," "Santa Monica" it SCREEN GEMS 
"Sueet 6V * HOLLYWOOD TELEVISION SERVICE 
"Constellation" it M and A ALEXANDER "Imperial 
Prestige" ★ PARAMOUNT LIBRARY and others. 



WHO-TV is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO Radio. Des Moines 
WOC-TV, Davenport 



WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 




WHO-TV 

Channel 13 * Des Moines 

NBC Affiliate 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 

Peters, Griffin, Woodward, Inc., National Representatives 
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nail down 

more 

sales 




with 

SAN ANTONIO'S 




ABC Television in Son Antonio . , , 
Hit Greatest U (duplicated live 
Coverage in South Texas! 

Represented by 
THE KATZ AGENCY 



NEWSMAKE 

of the week 



Procter & Gamble, the air media's largest advertiser, coi 
tinues its unique policy of choosing its top corporate exect 
tives from the ranks of the advertising department with tht 
naming of W r . Rouell Chase, v. p. in charge of its soap proi\ 
ucts division and a former ad manager, to executive vice prei 
dent. The general advertising manager trill report to hii 

The newsmaker: With the election of W. Rowell Chase 
executive vice president for Procter & Gamble, the Cincinnati mat 
ing colossus dittos its long-standing policy of choosing its top exe\ 
tives from the ranks of its advertising department. 

In his new post ; Chase will continue to be directly responsible 
operation of the company's domestic soap products division, bfl 
hereafter P&G's general' advertising manager and the 
ager of its bleach business will report 

P&G, the leading air media ad- 
vertiser, now lists board chair- 
man Neil H. McElroy, president 
Howard J. Morgens, and execu- 
tive vice presidents Walter L. 
Lingle Jr. and Chase as its top four 
executives. All came up from the 
"brand manager" posts created by 
McElroy in the early 1930's, when 
he pioneered in coordinating sales 
and advertising and the brands 
system. 

At the 11 October meeting dur- 
ing which Chase was elected execu- 
tive v.p., the "rather exceptional progress" being made by P&O] 
Duncan Hines Cake Mix line, which in 18 months took over ab 
25% of the cake mix market in the face of two entrenched leac 
was cited by the board of directors. 

This is certainly a feather in tv's cap, and that of the Duncan Hir 
agency, Compton, for P&G has said that its strong and creative pil 
in spot tv was the major factor in pushing the mix to the top. (54| 
"Tv's Cake Mix Battle: \\Tiat Next?" sponsor, 15 August 1960.) 

Executive v.p. Chase, has been more interested in soaps 
bleaches since he joined P&G in 1931 as a sales trainee. Han 
'26 and Harvard Business '28, he had spent three years with SeJ 
Roebuck. In 1932 he was appointed a brand manager in P&G's advj 
tising department and rose to brand promotion manager in 1936. 

By 1951 he held the post of advertising manager, and in 1954 
named general advertising manager and a member of the administ 
tive committee. In 1955 it was v.p., advertising and in 1957 v.p., 
products division and member of the board of directors. The 56-ye 
old executive is married and has a son and a daughter. 




W. Rowell Chase 
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the key 
to many 
doors 



For the buyer or seller of broadcast time NCS '61 is 
the master key that unlocks new opportunities . . . 
provides fresh solutions to recurrent problems in . . . 

Marketing 

What broadcast coverage should you buy, 
county-by-county, to meet your sales goals? 

<°^^> Distribution 

Do advertising allocations match your sales 
area potentials? 

<°^^> Media Selection 

How can you tailor a campaign to fit the 
varying characteristics of markets? 

(tT^HID Station Management 

Are you reaching the right prospects at a 
reasonable price? 

NCS '61, now polling 375,000 radio homes, is timed 
to coincide with release of 1960 U.S. Census figures. 
Nielsen Coverage Service alone will give authorita- 
tive answers on radio and television coverage and 
circulation . . . current information from every 
county in the U.S. 

FOR ALL THE FACTS call ... wire ... or write today 

CHICAGO 1. ILLINOIS. 360 N. Michigan Ave,, FRanklin 2-3810 
NEW YORK 22, NEW YORK, 575 Lexington Ave., MUrray Hill 8-1020 
MENLO PARK, CALIFORNIA, 70 Willow Road, DA ven port 5-0021 

* Coverage Service 

\ r vice of A. C. Nielsen Company 2101 Howard Street, Chicago 45, Illinois • HOIIycourt 5-4400 
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HOT DA^A^G ■ Everybody wants Deputy Dawg. He is syndication 
hottest new cartoon property. Variety reports that Deputy's Terrytoons-produci 
series "continues to pile up sales, with the 75-market gross now up to $850,000 

The excitement figures. Deputy Dawg and his pals (Vincent Van Goph^ 
Li'l Whooper, Muskie and others) were created for the special delight of tel 
vision audiences and advertisers (Lay's Potato Chips is sponsoring Deputy J 
dozens of Southern markets). Then there's a merchandisin g bonanza: Depuj^ 
Dawg apparel, comics, records, games, toys, books available from Grosset 
Dunlap, RCA Victor, Dell Publishing, Ideal Toy Corporation and other license* 

Better order your 26 Deputy Dawg half-hours today. Becausp^take it froj 
us, he's hot! For details, call or write to the nearest office of . .. © 



. . the best film programs for all stations. " 
Sales offices in NewYork, Los Angeles, Chicago, 
San Francisco, St. Louis, Detroit, Atlanta, 
Dallas, Boston. In Canada: S. W. Caldwell Ltd. 




E-KNOW-HOW 




and WVEC's "SHOCK THEATRE" has it! 

I VIDE-KNOW-HO W | is the rare Showmanship Salesmanship rhoi hos 
earned consistent Top (lote night) Ratings' for the show that features aid 
(some very aid) harror pictures. Host "Ronald" is resurrected every Friday 
night ta guide legian viewers and delighted sponsors through television's 
hottest late periods. With 65% more viewers thon the other twa stations 
con overage, "SHO CK THEATRE" typifies the fob WVEC-TV is doing. 
1 V)0E-KNOW-HOW ] delivers the audience, toa, in the market's Tap Rated* 
children's show and 89 Top Roted prime quarter hours. 

*Tops in EVERY Survey since March '60 



lAflfrJ* TIf NORFOLK • PORTSMOUTH 
Iflf Iff Pi Q I Iff NEWPORT NEWS • HAMPTON 

II W Wm\i ■ W Represented by THE KATZ AGENCY 



DETROIT? PITTSBURGH? 
NEWARK? 





NO, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population 1,520,1 00 Drug Sales $ 40,355,000 

Households 423,600 Automotive Sales $ 299,539,000 

Consumer Spendable Income General Merchandise $ 148,789,000 

$1,761,169,000 Total Retail Sales $1,286,255,000 
Food Sales $ 300,486,000 

KNOE-TV AVERAGES 79.1% SHARE OF AUDIENCE 

According to March 1960 ARB we average 79.1% share of audience from 
9 a.m. to midnight, 7 days a week. 



KNOE-TV 

Channel 8 
Monroe, Louisiana 



CBS • ABC 

A James A. Noe Station 
Represented by 
H-R Television, Inc. 

Photo: The Crossed Company — producers of lumber, paper, chemicals and charcoal Crossrtt, 
Arkansas. 
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Middle Western Spread 



\ Tow that the frost is on the pumpkin 
^ and ducks are writing V's overhead, East- 
ern Iowans have a choice of fall spectaculars: 
the farm-, or town-, or city-born availability of 
near-by nature, or cosmopolitan entertainment, 
bought with the twist of a television dial. We 
compete with the changing seasons. Fortunately, 
it rains— and the nights grow frigid.* 

Middle Western Eastern Iowa is east of the 
West that has been described as the place where 
it's always a long way from here to there. In 
WMT-land it's always a middle way from here 
to there. The scale is comprehensible. Distances, 
compressed by train and car and four-lane high- 
way, have yielded to the march of mechanization 
and electronics. Yet Iowan's live spread out. 
The top six metropolitan centers account for only 
31% of Iowa's population — and WMT-TV is 
home-town station for three of those centers. 

In this spread-out market you need the cov- 
erage WMT-TV provides: 51 counties in Eastern 

*Sets-in-use figures are often in the seventies. WMT-TV 
has the largest F.astern Iowa audience of a!! tv stations. ARB 
.Metro Area Reports, Feb. '57-Nov. "59; NCS 1, 2, 3. 
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Iowa with about 400,000 tv homes— more than 
half of all tv homes in all Iowa. 

WMT-TV. Cedar Rapids— Waterloo. CBS Television 
for Eastern Iowa. Affiliated with WMT Radio, KWMT 
Fort Dodge. National Reps: The Katz Agency. 




s/c/es - 0/?/y 

. *s 



* If having a solid adult 
audience is square, we're 
the squarcst! 

WSLN lias the greatest per- 
centage (.97. 2' c) of adult 
listeners of any station on 
Florida's west coast. Further- 
more this adult 
leadership is 
throughout the 
entire 24-hour 
broadcast day, and 
to the entire 29 
county Suncoast 
area with 1.404.403 
people. In W SI X 
radio homes the 
adults control 
the listening . . . 
they control the 
purse strings, too! 
For top results use 
the grown up's station 



by John E. McM illin 
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Commercial 
commentary 



Cottage small by a tv camera 

One minute before the third, and technically 
most difficult, of the Kennedy-Nixon debates went 
on the air, an excited voice blurted out suddenly 
over the PA system in ABC's studio TV-2. 

"Attention please! Attention please! The New 
York City Fire Department reminds us that 
smoking is not permitted in this building. Please 
put out your cigarettes. We are sorry." 

There was a tiny murmur of protest among the nearly 200 member 
of the working press sitting at the long tables (TV-2 was the officia 
New \ ork pressroom for the debate. "Damn," said a jowlv charac 
ter next to me. "And it was a 65d cigar, too."' 

I remember this silly, trivial incident because, looking back now o'\ 
the telecast of 13 October, I think it was the only possible gripe which] 
even the sourest anti-tv sorehead could have had about the map 
nificent arrangements which ABC made for the great debate 

And of course, after all, when Leonard Goldenson and Ollie Treyzj 
face the pomp and majesty of the New York Fire Department, the 
are confronting a power greater even than themselves. 

But in every other respect ABC's planning and attention to a 
million complex details left me absolutely gaga with admiration 
And I wonder how many people, even in our own industry, full 
realize what a tremendous job the networks did with these programs 

More than just free time 

When 1 saw the first two debates, produced by CBS in Chicago and 1 
NBC in Washington, I did so on my own home screen. And I 
remember thinking then that the industry's primary contribution ti 
the campaign was a sizeable hunk of expensive free time ( better than 
$325,000 per program) plus some rather simple sets and production.' 

But when the debates shifted to New York, and I had a chance to j 
discover first hand some of the fantastic problems involved, I beganj 
to realize that the networks can be even prouder of the almost incredi* 
hie amounts of technical and executive care, time, and attention, as 
well as the substantial out-of-pocket costs, which they donated td 
these unique political broadcasts. 

The third debate, of course, involved three studios and two origina- 
tion points with Kennedy in New York. Nixon in one Hollywood 
studio, and the panel of reporter questioners in another. 

Even under ordinary conditions, the electronic sleight of hanJ 
required for such cross-country switches is tough enough. But wit a 
a great debate it's just plain murder. 

Technically, the Kennedy voice and image was shot cross countri 
to Master Control in Hollywood, where it was mixed with the audia 
and video from the Nixon and panel studios, and then fired back to 
Chicago whence it was fed to the three tv and four radio networks. 
(Please turn to page 14) 
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CLEAR CHANNEL 
PROBLEM 



Take our channel number (seven). Use it four times with 
arithmetical signs so that the total comes to a perfect score 
(100)*. 

Send us the correct answer and win a copy of Dudcncy's 
''Amusements in Mathematics" — Dover Publications, Inc., 
N.Y. (If you've already won it, say so in your entry and 
we'll provide a different prize.) 



'"Current perfect score in D.C: ARB Metro Area Survey (August) 
shows WMAL-TV first, Sunday through Saturday, 6 p.m. to 
midnight. 



wmal-tv 

Channel 7, Washington, D. C. 

An Evening Star Station, represented by H-R Television, Inc. 
Affiliated with WMAL and WMAL-FM, Washington, D. C, WSVA-TV and WSVA, Harrisonburg, Va. 
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Businesses that want star bill- 
ing in Metropolitan New York 
advertise on WPAT . . . Metro- 
politan New York's leading good 
music station. We can't quite 
promise that all the world will 
be your stage, but 31 counties 
throughout New York, New Jer- 
sey, Pennsylvania and Connecti- 
cut will be and that's a potential 
audience of more than 17,000,- 
000 people in more than 5,000,- 
000 radio homes. Two-a-day or 
eight-a-dav. commercials get re- ( 
suits on WPAT. That's why 
amusement and entertainment ad- 
vertising alone has increased 
1 9 1 % in three short years on our 
station and that's only one, count 
it, one, of many advertising cate- 
gories that has shown record 
breaking gains. We say that's 
show business! Advertisers like , 
these seem to agree: Allied Ar- 
tists, Buena Vista, Columbia 
Pictures, David Merrick Produc- 
tions, Freedomland, Loew's The- 
atres, MGM, The. Museum of 
Modern Art, The New York City 
Ballet, Paramount Pictures, Radio 
City Music Hall, Twentieth Cen- 
tury Fox and United Artists. They 
are only a few of the many who, 
in the past three years, have ad- 
vertised on WPAT ... the station 
with the drama of success. 

WPAT 
& 

WPAT-FM 



^ Commercial commentary ( ConC - from p. 12) 

But what complicated the already complex was the painstaking 
impartiality ABC had to exercise at both ends of the feed. 

The Nixon and Kennedy studios had to be painted the same, set 
the same and lighted the same to forestall charges of favoritism. 
Voice levels had to be absolutely balanced, camera angles identical, 
and even delicate timing operation perfectly synchronized. 

On top of the three cameras facing Nixon and the three facing 
Kennedy were so-called "panic boxes" to warn the candidates about 
their 2 l /o minute limits for answers and V/2 minute limits for rebuttal. 
(A green light showed o.k., a yellow, caution, and red, you're off.) 

During the debate these panic boxes were operated simultaneously 
by two engineers in constant telephone communication between New 
York and Hollywood. And meanwhile ABC director Marshall 
Driskin was watching nine separate monitors for his camera choices. 

Small wonder that ABC found it necessary to spend a full hour on 
Wednesday and four hours on Thursday for expensive camera re- 
hearsals with standins for the Senator and Vice President. All in all 
it took over 300 technicians to get the debate on the air. 

And Philippine mahogany yet 

And the technical was only one of many different phases with 
which the networks had to contend. There were hours of high-level 
negotiations w r ith party chieftains (Kennedy and Nixon changed the 
rules for the third debate the very day it was going on the air.) 

There were all kinds of arrangements to be made for meeting 
and greeting v.i.p. guests. Complex security problems required co- 
ordinating the work of network police departments, city police and 
fire departments and the U.S. Secret Service. 

In the matter of press relations, the debates placed the networks 
in an entirely new T position. For the first time, tv events were being 
reported in and for themselves by huge numbers of newsmen. 

For the third debate, for instance, in New York alone 80 different 
news outlets sought press passes. To provide credentials, ABC sched- 
uled a press luncheon at the Sherry -Netherlands, where we were given 
badges and a 13-page briefing on arrangements. 

In studio TV-2 the network had installed 48 phone booths for re- 
porters, including two each for AP and UP and one apiece for the 
New York Times, Herald-Tribune, Neivs, and Wall Street Journal. 
A press canteen in one corner of the studio provided sandwiches, 
coffee and soft drinks. 

To get fast transcripts of the debate, stenotype operators working 
directly from the monitors, handed their copy to typists who cut 
stencils which were fed into a battery of duplicating machines. 

The first page of the script was being distributed to us within nine 
minutes. The complete script was available 30 minutes after the 
debate was over (breaking NBC's Washington record of 43.) 

There was no audience for the debate itself. In the studio, three 
pool reporters acted as observers for the rest of us. Twenty minutes, 
before airtime David Wise of the Herald-Tribune, described the set: 

"ABC has built a 'cottage' right on the stage. It's a dressing room 
for Kennedy with desk, chairs, and a little bathroom. And — the net- 
work wants me to tell you — it's paneled in Philippine mahogany." 

There was a howl of laughter from the Fourth estate. But if Leonard 
and Ollie want to be proud of that mahogany, and of all the rest of 
their debate arrangements — I think they have every right to be. ^ 
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New research concept, measuring significant audience in seven areas, shows more families spend more time 
listening to WBZ than any other Boston radio station! Get the full Pulse report from your AM Radio Salesman. 

%© WESTINCHOUSE BROADCASTING COMPANY, NC-WIBZ BOSTON+WBZA SPRINGFIELD 

REl'UEK liS D BY AM RADIO i ALES 




Our Altruism 
Backfired 



Our stations were 100% successful in sell- 
>?C coverage of both political conventions in 
- fry Corinthian market. 

We fielded a 14-man team— complementing 
CBS's superb national coverage— to achieve lo- 
cal and regional coverage, to tell an intensive 
story of our respective state delegations, and to 
view national events with local eyes. We did this 
with our eyes open, hardly daring to hope for 
extensive sponsorship, fully prepared to under- 
write the expense in the interest of service. The 
faet that we didn't have to is a tribute to the 
enlightened local, regional and national sponsors 
who saw the prestige— and commercial— value of 
our local coverage. 

Among the comments: 

"Countless compliments attest that convention pro- 
grams gave us a prestige vehicle for primarily institu- 
tional messages. We feel that other advertisers through- 
out the country should watch this sort of thing carefully 
and evaluate its possible future value to themselves." 
—Texas National Bank (Agency: Goodwin-Dan- 
nenbaum) on KHOU-TV, Houston. 

"Purchase of both conventions gave complete satura- 
tion of our market . . . KOTV spending lot of money 
and effort bringing local angle to our public. Excellent 
opportunity for advertising." 

—Safeway Stores (Agency: Perry Ward Asso- 
ciates), co-sponsor with Conoco Gasoline (Ben- 
ton & Bowles), on KOTV, Tulsa. 

"Corinthian's convention coverage gave us saturation 
with dominance, intense audience interest— and lots of 
family audience per dollar." 

— Bonsib, Inc., agency for meat packer Peter Eck- 
rich & Son, on WANE-TV, Ft. Wayne. 

"Through KXTV's locally oriented convention cover- 
age with Shell's regular newscaster, Hank Thornley, 
people of Sacramento area will continue to associate 
Shell with important news presentation. This is an ideal 
combination of audience service and commercial im- 
pact." 

-Shell Oil Co. (J. Walter Thompson, San Fran- 
cisco) on KXTV, Sacramento. 

% •? 

It is heartening to prove that good public af- 
fairs programming is also good business. Each 
Corinthian station will eontinue to explore op- 
portunities to bring such programming to the 
attention of sponsors who reeognize that service 
and commercial effectiveness go hand in hand. 




Responsibility in Broadcast^ 
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Reps at work 



C. William Boiling, lll # assistant to the president, Boiling Co., 
New York, wishes to "salute those numerous agency and advertiser 
people on whom we call who haven't lost sight of the romantic per- 
suasiveness of the broadcast brothers. Too often those responsible 
for buying broadcast time haven't had an opportunity to see first 
hand the respect and mystical rev- 
erence on the average citizen's 
face when he or she visits a tv sta- 
tion audience. Many have never 
fully taken into account the dy- 
namic impetus a single radio nar- 
rative of the facts of space explo- 
ration or the exciting fiction of 
yesterday's heroism may have on 
a plastic young mind. For radio's 
every subjective word is conjured 
up to each individual according to 
his capacity for experience. All 
that is said or implied, therefore, becomes a highly personal impres- 
sion. Those who look at broadcast advertising solely as numerical 
exposures to units of buying power are too caught up in the value 
of the orchestra's instruments to hear the beautiful music. A lusty 
bravo to those who will never try to weigh radio and tv's special 
glamor bv the pound nor measure its total effect by the yard." 




H. W. (Bud) Simmen, sales manager of Weed Radio Corp., New 
York, feels that a station's continued success for local accounts can 
serve as a valuable guide to the national advertiser. "Both the 
local and national advertiser have one primary concern: Sales 
results! They're also interested in reaching the same people: the 

man or woman who shops at the 
corner store. Many stations are do- 
ing an outstanding job for local 
advertisers through creative pro- 
graming, salesmanship, and mer- 
chandising. This same creati\e ap- 
proach can be readily put to work 
for national advertisers. It's up to 
the reps to be aware of the sta- 
tion's local successes and sales 
stories, and to use this information 
as a basis for a more creative sales 
approach on the national level. A 
station's pulling power may not necessarily be reflected in high ratings. 
Prestige, believability, the use of imaginative production and delivery 
— all play a major part. Audience composition is also important. 
When properly documented and presented by the rep. this type of 
station and audience data can be of real service to advertisers." 
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You'd have to fly nose-cone high to see all our 
service area at a glance. It includes parts of four 
states — Texas, Oklahoma, New Mexico and Kansas. 





courtesy Air Research 4 Development Command, USAF 

In this official USAF photo, the main stapre of a Thor missile drops 
away from the camera carried by a nose-cone, 300 miles up. 



How to grab attention in four states 



To strap the facts to a couple 
of space-worthy capsules: 
KGNC's TV signal stretches far beyond 
ordinary television transmission. It 
covers 539,300 people who live in 44 
counties; 271 cities, towns, villages and 
wide-places-in-roads. This electronic feat 
is accomplished by full power on Channel 
4, 12 community antenna systems, 6 
translators. The core, of course, is 
metropolitan Amarillo, Pop. 149,000. 

Second capsule: For 38 years, KGNC- 
AM has been the strongest, sellingest 
radio voice between Dallas and Denver. 
Consider that it's some 400 miles to 
either of these cities; you'll quickly see 
that we deliver a big, fertile market — 



320,000 radio homes in 80 counties. (We 
have only one rate card.) 

These radio/TV basics demonstrate 
vividly, we believe, that the Amarillo 
market is far bigger than Amarillo alone. 
Think about it for the schedule you're 
working on now, and for the facts of the 
market's buying power call Katz. You'll 
be happily — profitably — surprised. 

KGNC-TV and AM 

Full power on Channel 4 10,000 watts-710 KCS 

KGNC-FM 96.g M 

NBC Radio and Television 
in Amarillo, Texas 



is 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 
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Pillsbury (Burnett) has thrown Chicago reps into more or less a state of confu- 
sion and frustration by its current pactice of buying spot tv for Pillsbury on a 
so-called formula basis. 

The formula, as reputedly handed down by some one in the Pillsbury organization is 
not quite clear, but it runs something like this: 

• You take the NSI metro data from NCS#3 and the last series of P&G credit home 
data (somewhat revised) and the end figures are divided into the number of dollars 
allocated to a market. 

• Standard of cost efficiency should come to around $3 per-1000-homes. (But, if it's in a 
single market, and it can be justified, the allowed cost may go as high as $5.) 

What disturbs the reps in bidding for the business is that they're not told what the 
formula is or how far off their figures are from the decreed CPM. In other words, 
they're operating in the dark; from the Burnett viewpoint, this should prove there's no 
attempt at trading down a station from its original figures, as some have suspected. 

Another disturbing element in the Pillsbury buyer-seller relationship: Pillsbury commer- 
cials haven't been getting to the stations in time and Burnett's being billed anyhow. 
Nobody likes it and the reps are hoping things are put on a even keel soon. 



General Mills will be re-examining soon its whole media structure in collabora- 
tion with its several agencies. 

The survey will cover not only the weight in spot as against network but relative activi- 
ty in daytime vs. nighttime. 

Some marketers think it took lots of courage on S. C. Johnson's part to apply its 
corporate name to one of its lines: the shoe polish. 

The risk — and that's perhaps why P&G and Lever and others have refrained from doing it 
through the years: the product might not turn out a resounding success. 

About 90% of the Johnson Shoe Polish budget is going into tv. 

The reason: the marketing gimmick is an applicator; applicators have to be demon- 
strated; tv is ideal for demonstrable products, especially new ones. 

Note, competitors: S. C. Johnson is convinced the Johnson name inspires customer 
confidence. 

Virtually on the eve of starting an eight-week campaign, Bulova (McCann- 
Erickson) cancelled out of radio last week. 

The account was to use three-four stations in the top 25 markets at the rate of four 
or five a week. It was to be the big pre-Christmas push. 

As happened in the case of Pontiac recently, there was some question within the SKA 
about holding Bulova to the terms of the contract, with a decision in the negative. 

Probable cause: Bui ova's extended as never before whatwith its Japanese watch line and 
the company finds it not easy to induce dealers to build inventory for the electronic set. 



Lever's top management asserts it knows what direction it wants to take with 
its advertising plan for 1961. (See 17 October SPONSOR-SCOPE, page 19, for reference.) 

The explanation: the company's holding back on media purchases for '61 until it's gath- 
ered all the facts and the best thinking within Lever and its agencies. 
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SPONSOR-SCOPE continued 



Stations can expect a spiral of business from the big three in the field of syn. 
thctic yarn manufacturing, namely, DuPont, Chemstrand and Eastman. 

The reason for their expenditures on the local level: the apparel makers who use the 
yarn have got into the strategem of insisting on assurance of advertising support 
at retail points. 

It's also a case of the apparel-maker playing one yarn-spinner against the other; like 
telling DuPont that Chemstrand or Eastman has already offered such support. 

Look for ABC TV and CBS TV to make a commercial package of the Inaugural 
Ceremonies, parade and ball and making it available in segments. 
The cost figures are being compiled at each of the networks. 

Standard Brands, which for a while looked like it was going to embrace radio 
in a big way, has changed its mind: it's sticking to tv for itB major spot medium. 

It would have meant S3 million for the radio basket. At the most itll probably be 
around $600,000. 

National-regional spot radio in 1959, according to the FCC, billed $188,143,- 
000, which is 9.4% better than 1958; the SRA had estimated $176,782,000. 

Local radio sales reached $359,138,000, a plus of 11.1% over '59. while the sale of 
network radio time dipped to 832,659,000. 

Following are the top 20 national spot radio markets for '59, as credited by the FCC: 



CITY 

New York 

Chicago 

Los Angeles 

Detroit 

Philadelphia 

San Francisco 

Boston 

St. Louis 

Washington, D. 

Cleveland 



TIME SALES 

826,597,178 
11,976,097 
8,174,782 
6,196,002 
5,240,245 
4,834,062 
4,687,096 
3,791,141 
3,322,733 
3,124,807 



CITY 

Cincinnati 
Pittsburgh 
Mpls.-St. Paul 
Buffalo 

Kansas City, Mo. 

Milwaukee 

Baltimore 

Houston 

Hartford 

Miami 



TIME SALES 

$2,874,872 
2.700,424 
2,625,052 
2,209,204 
2,044,554 
1,998,781 
1,952,264 
1,932,679 
1,754,084 
1,745,521 



(For further breakdown of 1959 radio figures see WASHINGTON WEEK, page 71.) 

The increasing complexity of media — especially tv — has upped the impor- 
tance measurably in agencies of the media planner's function. 

His job is not only to write the plans but to sell them to the client, something 
that had previously been the sole province of the account executive. The shift in the "selling" 
responsibility is due to the complexity factor. 

The development of this level of specialist has had a considerable effect on the reorgan- 
ization of media departments. (For graphic spelling-out see page 29.) 

New York buyers are watching with a certain amount of amusement the stiff 
battle being waged for business among the tv networks' local flagship stations. 

The agencies say that there's never been such diligent and persistent solicitation fron\ 
these sources at this particular time of the year. 

The orders apparently are to dispose of the remaining I.D.'s and 20's before the new 
season gets too much under way and the ratings settle into their grooves. 



For other r»«w« coverage in this Issue, see Newsmaker of the Week, page 6; 
Spot Buys, page 52; News and Idea Wrap-Up, page 66; Washington Week, page 71; SPONSOR 
Hears, page 74; Tv and Radio Newsmakers, page 86; and Film-Scope, page 72. 
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HAY WAGON, I960 MODEL 

M 

. .... in tk ££anc( p{ ^Midk and phoney 

p urs [S the [and of bountiful living, where the. average family "stores 
^Ray^ , n ntj^arn s. We protect your confidence in us with 
these safeguards; ■ ' ■ ■ . r ' _ ^ 

. i. Channel 2 for those extra Counties* 
2; CBS'for the best th Public Service.. 
3. 40b,000 TV homes for greener pastures.. 



GREEN BAY, WISCONSIN 

HAYDN R. EVANS, General Manager • Represented by THE KATZ AGENCY 
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LONG ISLAND IS A MAJOR MARKET! 




THE GREATER 

LONG ISLAND MARKET 

(Nassau-Suffolk) 



MORE FOOD 
IS SOLD 
ON 

LONG ISLAND 
THAN IN 
PHILADELPHIA, 

PEORIA AND 
PENSACOLA . . . 
PUT TOGETHER! 



'704,995,000 

(Sales McM 



WHLI 

Dominates the Major Long Island Market (Nassau) 
. . . Delivers MORE Daytime Audience than any 
other Network or Independent Station! 

(Pulse) 



> 10,000 WATTS 



WHLI 


AM 1100 
FM 98 3 


HEMPSTEAD 
IONC ISLAND. N. V. 


t/f Wici iff 



49th and 
Madison 



Rtprcsentid by GiilPtrna 
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Commercial Commentary 

I read with (obvious) consummate 
interest your piece todav with Dave 
Stewart in the lead. ("Commercial 
Commentary." SPONSOR, 10 October). 

The remarkable thing is that I sat 
adjacent to the conversation at lunch 
which revolved about your column. 
I did not know the people. 

Comments: "McMillin ought to 
know most clients don't want you to 
play yourself up." 

"McCann is Harper. Harper is 
McCann. Nothing fuzzy about that." 

"He's right. We need it badly. 
But to merchandise a top guy takes 
time. It's either publicity or clients. 
Who (usually) wins?" 

And so on. Thought you'd like to 
know your column provoked much 
thought and at least some conversa- 
tion. 

Edward W. Harbert II 
vice president 
Kenyon & Eckhardt Inc. 
X.Y.C. 

New radio clients 

Have just finished reading your arti- 
cle "A Publisher Looks at Radio" 
f22 August issue) for the second 
time. 

I think in it you have one of the 
most promising slogans and sales 
messages every radio station manager 
could use in 1961. That would be, 
"What new account did we develop 
for radio this week?" 

WSMX is proud to have brought 
into the radio fold such wide and 
varied advertisers as Trampoline 
Centers, United Rent-All outlets, a 
fellow who wanted to rent an apart- 
ment in a hurry, an answering serv- 
ice, a fellow who kills poison ivy in 
your driveway, several large indus- 
trial firms who don't sell a blessed 
thing in our market, a local kennel, 
and the list goes on. 

We believe without a doubt, that 
the future of our station depends a 
great deal on "what new account did 



we develop this week?" It might 
make a good slogan for radio in 
1961. and a campaign, which if con- 
ducted on the right selling level for 
new business, can mean the best year 
spot local radio has ever had. 

D. A. Rock 
general manager 
WSMX 
.Xashua, X. H. 

Radio editorials 

I read with interest sponsor's article 
in the 26 September issue, ( "Radio 
Editorials Gain in Power") detailing 
the scope and effectiveness of edi- 
torializing by radio stations. I am 
pleased that SFONSOR saw fit to men- 
tion the KCBS editorial on the City 
Hall riots, but I would like to point 
out that our station is located in the 
city of fog. rather than the city of 
smog, as the article would have its 
readers believe. 

Incidentally. KCBS aired its first 
editorial on a vital community sub- 
ject in October. 1958. As a result 
of a recent KCBS editorial, the San 
Francisco Board of Supervisors is 
considering construction of a new 
pier and breakwater, which KCBS 
suggested was necessarv to keep the 
local fishing industry from seeking 
other ports. A copy of that editorial 
is attached. 

Robert E. Harris 

manager, adv. & sales promo. 

KCBS 

San Francisco, Calif. 

Cheers 

Just a note to express our apprecia- 
tion for the fine job you did in con- 
nection with the sponsor story onl 
our latest Audience Dimensions sur 
vey ("Want to Reach ^ ounger Moth- 
ers?" sponsor. 19 September). Apart 
from the space the survey received, 
the story treatment was excellent. 

Robert M. Hoffman 
Television Adv. Reps. 
X. Y. C. 
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CHALLENGE: Provide a way for some 400.000 TV homes in the Nashville 
area to see for themselves the weather conditions in 36 Kentucky, 3 Alabama 
and a full 50 Tennessee counties. 

SOLUTION: Radar, miraculous as television itself, scanning 65.000 square 
miles of the Central South, to show "live" weather patterns to viewers — ex- 
clusively from AC-TV. 

MORAL: Buy the station that wins audiences by meeting the challenges of 
e times — WLAC-TV. @ of course. 



nashville 



the "way" station t0 the cmtralsouth 



sk any Katz man — he'll show you the u ay! 



Robert M. Reusehle, General Sales Manager 



T. B. Bakrr, Jr. Exmitiie Vire-President and General Manager 





STORER BROADCASTING COMPANY 

33 Years of Community Service 



WHEN DO YOU F 




A FORMAT 



The answer is simple — never! 

At least, in 33 years, no Storer Station has been able to manage it. 

Public preference changes too fast and so do each community's needs. That is 
why every Storer Station is locally oriented to the particular community it serves. 

Only by knowing community problems from day to day have we been 
able to help solve them. Only through constant check on listener and viewer 
preferences have we been able to build loyal, responsive audiences 
— responsive, that is, to your selling messages. 

Keeping the public informed and entertained, and working for a better 
community is a day-to-day, often an hour-to-hour, even minute-to-minute job. 

We've never found a way to format community service. It's too big... 
too fluid... too much of a responsibility to be frozen — even for one day. 

Of course, increased sales is your big interest. And we're with you 
in this — all the way. Call us. We'll be happy to prove it. 



Radio 

CLEVELAND— WJW 
TOLEDO-WSPD 
WHEELING— WWVA 
MIAMI-WGBS 
LOS ANGELES— KGBS 
DETROIT-WJBK 
PHILADELPHIA— WIBG 



Television 

DETROIT— WJBK-TV 

CLEVELAND-WJW-TV 

MILWAUKEE-WITI-TV 

ATLANTA-WAGA-TV 

TOLEDO-WSPD-TV 



RATIONAL SALES OFFICES:: 625 Madison Ave., N.Y. 22. PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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OLD NEW ORLEANS FAVORITE 




Prepared by Chef Dan Evans at the Pontchartrain Hotel 



WWL-TV. . . new New Orleans Favorite 



Here's how to make 
Shrimp Creole: 

Put 3 tbsp. shortening in 
heovy pot; heot. Chop 1 
large onion, 2 stalks celery, 
2 small green peppers. Saute 
in hot shortening until tender, 
but do not brown. Add two 
cups canned tomatoes, 1 cup 
tomato paste, 2 bay leaves, 
1 lb. peeled and deveined 
shrimp. Cook 45 minutes to 
1 hour. Salt and pepper to 
taste. Serve over base of 
cooked rice. Rice should be 
steamed until light & fluffy.) 
Serves 4. Superb with a bot- 
tle of rose wine. 



Seven days each week the New Orleans audience now gets 
comprehensive reports of local and world news on WWL-TV 
— New Orleans' most alert reporter. WWL-TY's expanded 
news coverage includes: 

Mon. 1 5 minutes of news 8:00-8:1 5 a. m. 

thru 45 minutes of news, sports and weather each afternoon 5:45-6:30 
Fri. 15-minute news final nightly 10:30-10:45 

30 minutes of news, sports and weather 6:00-6:30 p. m. 

15-minute news final 10:00-10:15 p. m. 
Sun. 15-minute Sunday news special 10:00-10:15 p. m. 

Ask Katz about WWL-TV's big new news lineup. 

WWL-TV 

NEW ORLEANS 



2?> 
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Donahue & Coe media 
re-alignment reflects 
spreading new trends 

MODERN media unit in action 
I (I to r): Stuart Kaufman, buyer; 
'Gordon Vanderwarker, media 
mgr; Gerry Arthur, v.p.-in-charge; 
Peter Dalton, supervisor, and 
(with back to camera, buyer 
|Harry Durando. D&C has added 
jmiddle level execs, research, 
!all-media buying to department 



I 





MEDIA DEPARTMENTS RE-TOOL FOR '61 



To keep pace with the industry's growing complexity, agencies are 
beefing up their media units; middle-level execs, committees added 



I I here's a quiet revolution going on 
in agency media departments. 

• They're growing in size and 
depth 

• Bright, young, figure-minded 
men are moving into top posts 

1 • Media analysts are playing a 
jiarger role, and research departments 
jare being integrated into media 

• The department's authority in 



network tv purchase decisions is on 
the rise. 

There are exceptions, of course, but 
ever-growing volume and complexity 
of broadcast advertising has brought 
on a new look in many a media de- 
partment. Some of media's added 
weight is bound to come from pro- 
graming departments, as a result of 
the spread of spot carriers on net- 



work tv. "The show is no longer the 
biggest element," points out youthful 
Gerry Arthur, media v.p., Donahue 
& Coe. "Other factors — cost-per- 
1.000, product distribution, audi- 
ence profile, station lineup, etc. — are 
taking over, and it's the media de- 
partment that knows the scene." 

Recent changes at Cunningham & 
Walsh are representative of the re- 
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tooling apparent all over the lot. C&W 
had added depth by creating five 
levels of planning and buying author- 
it), where formerly there were three. 
The accounts are divided into four 
groups, each headed by a media su- 
pervisor responsible for the actions of 
his group's media buyers. Supervisors 
report to one of the agency's two 
group media directors, each in charge 
of two account groups. 

Responsible for all planning and 
strategy of accounts in their baili- 
wick, the group media directors are 
an example of the additional, medi- 
um-level executives popping up in a 
large number of media departments. 
At C&W they report to v.p.-associate 



media director Edward T. Baczewski 
and Newman F. McEvoy, senior v.p.- 
director of media. 

An additional new tool assisting 
C&Ws media department to cope 
with its increasingly complex respon- 
sibilities is the media services section 
made up of media analysts now oper- 
ating as a full-fledged unit within the 
media department. They carry on a 
regular program of digesting the 
mountains of published material in 
the field, and are available for special 
assignments having to do with indi- 
vidual accounts. 

Donahue & Coe is another of the 
agencies lately beefing up the media 
department. It has added a media 



manager and three supervisors to the 
lineup. All accounts get a periodic 
revue by the media plans board, con- 
sisting of v.p. Arthur, media manager 
Gordon Vanderwarker, the media su- 
pervisor on the account to be ex- 
amined, and the media buyer most 
active with the account. 

According to Arthur the D&G me- 
dia department, in addition to its 
day-to-day operations, maintains a 
constant search for "new uses for es- 
tablished media." The media research 
department, recently incorporated 
into media, allots a good proportion 
of its time to this quest, and presents 
special reports on the subject to the 
department periodically. 



'NEW LOOK' AT CUNNINGHAM & WALSH: ADDED 



DIRECTOR OF MEDIA 

NEWMAN McEVOY 
Sr. Vice President 



ASSOC. DIRECTOR OF MEDIA 

E. T. BACZEWSKI 
Vice President 



r 



GROUP MEDIA 
DIRECTOR 
W. WHITE 



UPERVISOR MEDIA 
SERVICES 

E. ACCLES 



MEDIA 
SUPERVISOR 

H. BRAUMULLER 



MEDIA 
SUPERVISOR 

J. DUCEY 



ASST. 



ASST. 



SUPERVISOR 
ESTIMATORS 



SUPERVISOR 
TYPISTS 



Five levels of decision are now indicated for most media buys through C&W, where formerly there were but 
full-fledged research unit newly integrated into media. Such changes are in work among many agencies 
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A highly salient factor in the re- 
cent re-alignment at Lennen & Newell 
is withdrawal of media strategists and 
planners from many of the front- 
line distractions that might impede 
; them in their increasingly complex 
L job. Six "assistant media directors — 
contact" were created, each doing the 
[ planning for an account group. They 
L work in conjunction with their su- 
pervisor (one of the two associate 
Lmedia directors), and media director 
I Herbert Zeltner, another of the new 
I wave of young media leaders. 

While media departments are tak- 
Ling on larger responsibilities in net- 
Iwork tv decisions due to the spread 
I of spot carriers — Donahue & Coe and 



Cunningham & Walsh are cases in 
point — this is no unanimous trend. 
At Young & Rubicam the opposite is 
noted by William E. (Pete) Matthews, 
media relations v.p.-director. Though 
his unit is responsible for media se- 
lection, the programing department 
maintains the last word on which 
shows to use if network is recom- 
mended and it carries out all net- 
work negotiations. Time selection is 
in media's bailiwick, but with spot 
carriers, once you've picked the show, 
the time follows automatically. 

Matthews foresees an upsurge of 
spot buying, however, and therefore 
a heightened role for his department. 
He feels the proliferation of filmed 



[EXECUTIVE DEPTH, RESEARCH 



PLANNING & 

STRATEGY 



I GROUP MEDIA 
1 DIRECTOR 
| J. LUCINATELLt 















MEDIA 
IPERVISOR 

. PALMER 



1 



MEDIA 
SUPERVISOR 

J. SPRAGUE 



BITER I 



BUYER 



BUYER 



ANALYSIS & 
BUYING 



Iree (new posts in color). Also shown in color is media services, a 
iking on heightened responsibilities in an ever-more complex industry 
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Rapid tv decisions come out of 
Benton & Bowles. Media, pro- 
graming headed by v. p. Lee Rich. 



shows on network tv will usher in 
heavier usage of syndicated shows, on 
a participation or client-purchase ba- 
sis. "Syndicated shows can be just 
as good as what the network offers, 
now that almost everything is on 
film," he asserts. "With this type of 
show we can build a network, mar- 
ket-by-market for the client." 

For purchase of participations in 
station-controlled syndicated shows, 
Y&R's media department is entirely 
in charge. If the client is to buy a 
show, media and programing share 
in decisions as to show selection, and 
media handles the station placement. 

At Benton & Bowles a former me- 
dia man has been placed in charge 
of both media and programing. 
Though on the surface this would 
seem indicative of media's ascendancy 
at programing's expense, this is vig- 
orously denied by the man with the 
dual assignment, v.p. Lee Rich. 

He insists that each department 
maintains its autonomy and points 
out that manpower is the same as 
ever — 100 in the media department, 
90 in programing. According to Rich, 
all tv-heavy agencies would do well 
to blend the departments. This way 
both sides learn of the new show of- 
ferings and available time periods at 
the same time. Better analysis and 
recommendations can be made more 
rapidly and more completely he says. 

Additionally, Rich considers it es- 
sential for efficiency that members of 
each department be familiar with the 
function of the other. "In tv media 
and programing are so closely re- 
lated," Rich says, "that they ought 
to be under one head." ^ 
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WILL STATION PLAN 



^ Media directors wary of proposals 
to increase the number of chainbreaks, 
and to lengthen them by shaving shows 

^ They agree, however, on suggestions 
for relieving product protection rules 
and the sale of unsold network minutes 



TThe "sinners who represent a fair- 
ly sizable minority of stations" have 
made agencies extremely vary of 
agreeing to more or longer chain- 
breaks and a relaxation of product 
protection. 

Media directors saw "the ugly 
specter of over-commercialization" 
hovering over virtually all of the 
seven points contained in the tv affili- 
ates' "counter-attack on spot carri- 
ers." which was disclosed by sponsor 
last week. 

A "new round" of triple spotting, 
of chipping away at time paid for by 
network sponsors, and of ad taste in 
the positioning of local spots, was 
forecast by media men last week if the 
affiliates' suggestions were agreed to 
in toto. 

Oddly, most admen were sympa- 
thetic to station efforts to offset web 
tv's completion, but felt that as they 
were presented they tended to give 
the stations too much of a selling ad- 
vantage. As a Chicago-based adman 
put it. "The proposals over-correct the 
imbalance that now exists in favor of 
the networks." 

Taking a softer line than the net- 
works ( whose comments appeared in 
SPONSOR last week), most agencies 
contacted by sponsor indicated that 
with one or two exceptions the sug- 
gestions were not unreasonable. But 
they warned that without thorough 
industry policing and control, the 



whole system of network-affiliate re- 
lations in the areas of chainbreaks 
and product protection could turn 
into a hodge-podge. 

On the matter of product protec- 
tion, their official comments some- 
times varied from their private re- 
marks. Speaking for the agency, most 
would go only so far as to say that 
"the rules of product protection 
should be more explicit so as to make 
the station's position more flexible." 
Speaking for themselves, some con- 
curred in the opinion that "product 
protection as we know it in tv is often 
unreasonable and cannot be main- 
tained much longer." 

The seven points, to which the net- 
works replied in last week's sponsor, 
were proposed by several anonymous 
but influential affiliate station owners 
and managers. Here are the sugges- 
tions: 

Point One — Provide as much no- 
tice as possible of sponsorship 
changes and not hold the affiliates re- 
sponsible for product conflicts atten- 
dant thereto short of a lapse of 28 
days from the giving of such notice. 

Point Two — Review the whole 
problem of product protection with a 
view toward restricting advertisers to 
fewer products for protection pur- 
poses; specifically, restrict the num- 
ber of products of the parent com- 
pany that can be carried in a major- 
minor program purchase. Moreover, 



restrict the pioducts carried in the 
sponsored programs. 

Point Three — Provide the stations 
with additional minute breaks be- 
tween commercial network programs 
in the daytime in lieu of conventional 
20-second and 10-second break posi- 
tions. 

Point Four — Permit in stated pol- 
icy affiliates to sell daytime minute 
announcements adjacent to unsold 
network programs, accommodating 
such by ending these programs 35 
seconds early. 

Point Five — Provide middle breaks 
in all hour-long shows currently on 
the schedule or planned for the fu- 
ture whose formats follow such breaks 
without harming the program's con- 
tent. In the case of dramatic pro- 
grams in which a station break would 
be an intrusion, eliminating the mid- 
dle break therein, stations to be given 
40 seconds before and after such pro- 
grams to allow the stations to partial- 
ly recapture the revenue lost by the 
elimination of the break position at 
mid-program point. 

Point Six — Work toward the sched- 
uling of nighttime network programs 
so as to permit affiliates to schedule 
up to two 20-second announcements 
between the programs. 

Point Seven — Permit affiliates to 
sell locally unsold minutes in net- 
work shows on a two-week recaptur- 
able basis. 
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OVER-COMMERCIALIZE TV? 



The most acceptable of the points 
was the first, asking for 28 days no- 
tice of sponsorship changes. Com- 
posite reaction: This is the most rea- 
sonable of all the suggestions. Every 
effort should be exerted by the spon- 
sor and network to notify affiliates of 
such change even more than 23 days 
in advance. 

Media directors were willing to 
consider the stations' side of the prod- 
uct protection argument, Point Two 
— calling for a review of the "whole 
problem. But some of the suggestions 
were greeted universally by the cry 
of "Unreasonable!" 

Representative remarks on this pro- 



posal included: "Advertisers and 
agencies must have broad product 
protection for their multiple-line com- 
panies if these advertisers are to con- 
tinue to use television in the major 
way they do now. The increasing 
cost of network tv, coupled with long- 
term program and time contracts and 
the fact that the buying season gets 
earlier each year, all make network 
tv a big gamble for the advertiser. 
The gamble pays off often enough so 
most advertisers are willing, at this 
point, to continue in the medium." 

Declared another media man, "We 
disagree that advertisers should be 
restricted to fewer products for par- 



ticipation purposes. It should be 
possible, however, to provide greater 
flexibility to stations by supplying 
schedules 60 days in advance. 

"Products that a sponsor carries 
on his program should not be re- 
stricted if the agency gives this ad- 
vance notice. Advertisers, in turn, 
should in all fairness relax arbitrary 
and sometimes dictatorial product 
demands." 

Off-the-record estimates of the fu- 
ture of product protection itself re- 
sembled those of the station men. A 
fair example: "Most advertisers and 
agencies have gotten themselves into 
a vacuum-type world if they really 



WHY ADMEN DON'T WANT LONGER CHAIN BREAKS 

Affiliates have proposed (1) additional minute breaks between com- 
mercial network shows in daytime instead of conventional 20- and 10-second 
breaks; affiliate selling of daytime minutes adjacent to unsold web shows; middle 
breaks in all hour-long shows when such breaks do not harm program's content 
—or, eliminating middle break and substituting 40 seconds before and after such 
programs; two 20-second spots between nighttime shows, and the sale of unsold 
minutes on a two-week recapturable basis. 



Media directors answer that in view of the difficulty of clearing time 
and the increasing cost of network shows, it would not be practical to lessen 
the desirability of those shows by increasing the amount of commercial time on 
a local basis at the expense of the network advertiser who, after all, makes 
valuable adjacencies possible in the first place. Over-commercialization would, in 
the long run, affect the size of the audience and hurt the advertisers, the 
networks, and the stations. 
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think product protection on tv is 
something they can maintain. After 
all. there is none in magazines, and 
in tv even under the present restric- 
tions, competitive messages are 
bouncing off the consumer's head 
from every direction." 

"Protection is a fable," said an- 
other. "You may have it on one net- 
work, but the viewer switches chan- 
nels at will and who can say what 
commercials he is seeing? 

"Many agencies use the fable of 
product protection," the second 
spokesman continued, "as a competi- 
tive clog to freeze out the competi- 
tion. But everyone loses. The net- 
works lose because of lock-outs. The 
sponsors lose because the next time 
it's they who are locked out. More 
and more product protection has be- 
come a competitive weapon. 



"Back-to-back protection is feasible 
and necessary, but the degree to 
which protection has been carried is 
unrealistic, and makes advertising 
less efficient." 

Points Three through Seven, which 
call for more time during chain- 
breaks, more daytime breaks, ending 
daytime shows 35 seconds early, mid- 
program 40-second breaks in night- 
time hour shows and the sale of two 
20's at night, leave agencies wary of 
"the sinners." 

Agency reaction to additional day- 
time minute break suggestions: "You 
will find that most major agencies 
who have been active in the area of 
trying to police the multiple spotting 
problem w T ould be very concerned 
with this development. 

"Although the sinners represent a 
minority of the stations, it is a fair- 



ly sizable minority which would tend 
to take advantage of the longer sta- 
tion breaks, and I am afraid it could 
lead to a new round of triple and 
multiple spotting." 

As another agency source put it, 
"This might be all right if limited 
(and policed) to single one-minute 
commercials. But that is probably 
an unrealistic desire on our part, be- 
cause stations will probably do any- 
thing they want with the time." 

In commenting on Point Four 
(adding a daytime minute adjacency 
by ending programs 35 seconds 
early), agencymen all point to the 
truism that "advertisers and agencies 
aren't so concerned w T ith the amount 
of commercial time — i.e. a minute in- 
stead of 30 seconds — between pro- 
grams, as they are with the number 
of spots which are put back to back." 

One answered with a resounding, 
"No!" Actually, he said, this amounts 
to shaving the network shows 35 sec- 
onds, shows being paid for by net- 
work sponsors. "I see the ugly head 
of over-commercialization popping-up 
again." 

Media directors were also opposed 
to Point Five: that middle station 
breaks be provided in more of the 
hour shows. They indicated that they 
would much prefer to see a complete 
elimination of middle station breaks 
of all hour shows, even at the cost of 
increasing the chainbreak. 

They noted that the way the sug- 
gestion is W T orded, "stations to be 
given 40 seconds before and after 
such programs," would seem to cre- 
ate an 80-second chainbreak for the 
local station. This, they predicted, 
would lead to "all sorts" of triple 
spotting abuses. 

The general response to Point Six, 
permitting two 20's between night- 
time shows, w T as, "No! This would 
just encourage over-commercializa- 
tion. It would be abused." 

The problem, they said, is one of 
educating the advertiser to I.D.'s, be- 
cause if a station starts double-spot- 
ting 20's it'll soon be selling less 
of these, too. 

Summing up the agencies' position 
on an increase in chainbreaks: 

We understand the purpose beh ind 
the suggestions and agree that many 
times it is difficult to clear announce- 
ments for local or regional adver- 
tisers. But it is also frequently diffi- 



A STRONGLY-WORDED MINORITY VIEW 



Editor 

Socr.scr >fega2ire 
l<- iest Street 
Nev TcrV , Nev 5?ork 

Dear Sir: 

Tbe greediness and the callous Indifference to the welfare 
of the broadcast! ng industry that W exhibited by sc=e 
stetJcn owners is 'a source of never ending WiMst, 

To hear these g-..y£ Tell, you'd think they were going broke 
an:? being rcbhed at the s&ce tiae. But look at the record t 

AcccHing tc the FCC, as reported in Sponsor 
12 Fepterber issue, spot tiae revenue last 
year (calender for the 5"C odd coccercia] 

T7 stations reached ever , 0OC , COC . And, 
that represented an almost 2*t increase over 
"•^S. Nice business, huh? 

1^9 network billings 'groes} vera |c2~,OOC,0CC 
(Sponsor 1 August , about 1/3 of v>-icr. vent back 
to the atationa. This waa 1 1t higher than 1958. 

Sc these poor, abused, beat-up, iEpoeed-ypon Eillicnalre 
1J cer.se-traf fi cVere are going to have to — 

triple spot 

over -c oarer c 1 a U z e 

ignore cocpetitive adjacencies 

steal tisse free network advertisers 

and fenert'ly =sVe 7" advertising, both ne*work and spot, leas 
effective and less efficient. 



THE SIGNIFICANCE of this bitter attack on the affiliates proposals is that it came from the 
vice president and media director of one of the most influential New York-based agencies: one 
that is among the leaders in almost every category of air media billings, both network and spot 
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cult to clear time for a network ad- 
vertiser. 

In view of the difficulty of clear- 
ing network time, particularly dur- 
ing evening hours, and the increasing 
;ost of network shows, it would not 
;eem practical to lessen the desir- 
lbility of those show's by increasing 
he amount of commercial time on a 
ocal basis at the expense of the net- 
vork advertiser. After all, it is the 
letwork advertiser who makes adja- 
cencies possible in the first place. 

In the long run, over-commerciali- 
;ation is going to adversely affect the 
;ize of audience delivered, which will 
i vork to the disadvantage of not only 
he advertiser concerned, but also the 
letworks and the stations. 

Media men almost unanimously 
tailed Point Seven (permit affiliates 
o sell locally unsold minutes in net- 
' vork shows on a two-week recaptur- 
ible basis) "a very acceptable pro- 
posal." They declared that if the lo- 
*al stations would sincerely accept the 
I Responsibility for maintaining com- 
petitive product separation and rea- 
sonable standards of a good taste in 
!he acceptance of local advertisers 
IVho would be put in network shows, 
I pis could work. 

' "But," each and every media direc- 
pr added, they are concerned about 
Ijhe minority of "irresponsible station 
I managements" who would not take 
I ihe trouble to police the competitive 
I'ituation which could develop be- 
tween local sponsors and network 
I Sponsors within the framework of this 
"uggestion. 

{ One adman called for a firm prom- 
ise from the stations of "common 
*ense compatibility" when inserting 
,jcal messages into network shows, 
'mother stated that the permission of 
ie network sponsor should be given 
Inly if it w T ere clear that the network 
jad some say in what kind of com- 
mercial was permitted. 

"It has always seemed to me," said 
he media director of an agency rep- 
psenting one of the top tv-billing 
utomobiles, "that it could be ar- 
mged by the networks to have affili- 
tes sell locally those unsold minutes 
i a network show." 
"If the necessary arrangements for 
dent and production compensation 
3uld he made," he said, "it seems 
Jgical to have the stations use the 
{Please turn to page 64) 
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WANT A PROMOTION JOB? 
FIRST, FIND A GIMMICK 

S 



an Francisco was the city, KPIX 
the station, and advertising sales pro- 
motion manager Chris Christensen 
the target for a neat little promotion 
stunt pulled by a couple of bright, 
ambitious amateurs a few weeks ago. 

Having gone through the ritual of 
setting up a job interview with Chris- 
tensen to demonstrate a new tech- 
nique of film promotion, the amateurs 
— Colon Brown, Jr. and Sheldon Fay, 
Jr., a couple of Stanford Uiversity 
graduate students — devised a plan to 
insure their interview would come off 
as no ordinary one. 

On the morning of their appoint- 
ment the two boys, equipped with car 
and camera, followed Christensen on 
his daily trip to the studio. Result: 
From the moment he started out, till 
he parked at the studio, Christensen's 
every move was captured on film. 

Plus some. As Christensen stepped 
out of his car and sauntered toward 
the studio entrance, an eye-catching 
brunette approached him. She smiled. 
"Would you like to kiss me?" she 
said, mincing no words. 

Not one to be noticeably caught off 
guard, our man replied that he was as 
red-blooded as they come, but it was 
mighty early in the morning, and 
what was the pitch anyway? 

The young lady's pitch, she forth- 
rightly told him, was a kiss for a 
donation to the United Crusade. 

Christensen quickly agreed to the 
terms, and the bargain was sealed. 

And might have been forgotten, if 
the same girl didn't reappear at his 
office a few hours later with the two 
young heroes of our story. Surprised 
is a poor word for the look on Chris- 
tensen's face, but it's adequate when 
compared with his reaction to the 
five-minute film of himself the boys 
produced. 

It should come as no surprise to 
readers, however, that both Colon 
and Sheldon packed a wallop of an 
impression. Next time Christensen 
needs some outside film promotion 
help, "I'll get hold of those green- 
horns who taught an old hand like 
me a new trick," he says. ^ 




FIRST LAP of Christensen's trip is routine, 




but not far away there's a girl waiting 




i 



who wants to kiss him. Why not? he thinks 




'IT WORKED!' she laughs into camera. 'He 
fell for it hook, line, and sinker!' Which Chris- 
tensen had to admit when he was treated 
to a view of his morning's venture on film 
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HOW ACCURATE ARE RATINGS? 



& Here are sonic answers for ageiicyinen 
who are trying to explain subject to the client 

^ Martin 3Iayer's artiele in 'Esquire' goes 
into both theory and practice of sampling 

It's not easy to explain how accurate ratings really 
are, though researchers consider the theory behind 
sampling as proven beyond doubt. Martin Mayer, 
author of " Madison Ave., U.S.A." a respected tract 
about a business not often respected, tries his hand 
in a piece written for the November issue of Esquire 
magazine. With the election coming up, Mayer s 
article went into the subject of political polling at 
length, but a considerable part of the article [re- 
printed in part here) covers the general subject of 
sampling and probability. Mayer avoids oversimpli- 
fying a complicated subject, but SPONSOR editors 
feel that the reader who pays close attention will 
gain a greater insight into the subject — and perhaps 
satisfy some of the nagging doubts. Below, the 
author samples the fish without asking any questions. 
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^^t a meeting of radio and television broadcasters thrf 
years ago, the A. C. Nielsen Company gave an odd an>i 
persuasive demonstration of the product it sells. Because 
the product is market research, the company coulc 
scarcely offer a taste or a feel or even a pitchman's show. 
Instead, Nielsen offered the assembled businessmen ! 
chance to prove for themselves the mathematical theory 
which forms the foundation for such topics of gener< 
discussion as political polls, television ratings, cost-of 
living figures, unemployment statistics, does-smoking- 
cause-cancer, national income estimates, and the like. The 
theory is called "sampling," and the demonstration, callel 
"Sugar Scoop," was ingenious — worthy to represent th< 
proprietor of the nation's most intricate and most widely 
accepted television-rating service. 

What Nielsen did was to fill a bowl with ten thousand;, 
ball bearings. Most of the ball bearings were silver steel, 
but one in ten of them was bright yellow brass. In the 
bowl rested an ordinary sugar scoop, with which any 
visiting businessmen who cared to try his luck ladled out 
halls at random and poured them into a funnel device 
which fed five clear plastic tubes, each capable of hold-, 
ing 100 hearings. The numher of hrass balls in eanh| 
"sample" of 500 was counted, and then everything was 
returned to the howl. 

Over the six days of the experiment, some 511 samples 
were pulled from the bowl. Some of the businessmen, as, 
any mathematician could have predicted, beat the game. 

To he accurately representative of the "universe" — | 
the ten thousand ball bearings in the bowl — a sample of| 
500 should have contained exactly 50 brass balls. One of i 
the visitors found only 31 in his lot; another, remarkably 
fortunate, pulled 79. Of the 511 samples, however, only 
53 contained fewer than 40 or more than 60 brass halk 
In other words, it was true nine-tenths of the time that 11 
by looking at only 500 out of 10,000 B-B shot in a howlf 
you could descrihe within two percentage points the pro- 
portions of different-colored shot in the total. . . . 

An electronic calculator can demonstrate that the oddsf 
are hetter than two-to-one that a random sample of 1.000: 
cases will give a result within 1.58 percentage points of] 
the correct answer. (It makes little difference whether; 
the universe contains a million or a hundred million; 
units.) If you consider that the figures were about three! 
per cent off in the 1950 Census of the United States,! 
when monstrous numhers of interviews went out to count} 
every living nose, you must agree that a "standard error" 
of 1.58 percent in a sample makes a highly accepted ' 
showing. 

Except that — and here the mathematicians depart, com-1 
plaining loudly, from the offices of the practical pollsters ' 
— no actual research project can claim accuracy as good 1 
as mathematical theory predicts. For the theory assumes^ 
a truly "random" sample, and human effort is too con- 
ditioned hy history to produce random results. The best 
of the research firms usually do not rely on what any in- 1 
dividual might regard as "random." They seek instead I 
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MARTIN MAYER ON RATINGS AND SAMPLING 



u 

THE THEORY of sampling is valid simply beyond 
question. The Census Bureau has proved it over 
and over again, drawing samples as small as 400 
from the 45,000,000-plus households of 1950, and 
coming within three percentage points of the cor- 
rect answer on about eighty-five out of every 100 
tries. 

AN ELECTRONIC calculator can demonstrate that 
the odds are better than two-to-one that a random 
sample of 1,000 cases will give a result within 1.58 
percentage points of the correct answer. (It makes 
little difference whether the universe contains a 
million or a hundred million units.) 

EXCEPT THAT— and here the mathematicians de- 
part, complainingly loudly, from the offices of the 
practical pollsters — no actual research project can 
claim accuracy as good as mathematical theory 
predicts. For the theory assumes a truly "ran- 
dom" sample, and human effort is too conditioned 
by history to produce random results. 

THE WHOLE purpose of sampling is to save 
money. . . . The information gathered from asking 



everybody is more likely to be accurate than the 
information from a sample. The defense of sam- 
pling in a commercial situation is that the sample 
will give information accurate enough to form a 
basis for sound decisions — at a cost infinitely 
lower than that of a census. 



BUT EVEN after all the neutral probability tech- 
niques have been employed, there remains a dis- 
turbing "who's-who" aspect to any sampling op- 
eration which involves people. Not everyone will 
answer an interviewer's question. There are differ- 
ences in intensity of feeling, vitally important to 
the man who is planning to market a new product 
or get himself elected president, but very difficult 
to pull out reliably from questionnaire results. 

TOO MANY people have a stake in the results 
of both polls and ratings. Politicians have been 
forced to deny that they pay attention to polls, 
which is nonsense. Television network officials 
whose week is made or ruined by the ratings will 
tell investigators that their decisions aren't in- 
fluenced by what the rating services say, which is 
even worse nonsense. 1 y 



4 



the more exactly described "probability sample," in which 
each member of the universe to be measured has an equal 
chance of selection as part of the sample. But even here, 
with the blank neutrality of the electronic calculator 
thrown onto the scales, genuinely "random" results can- 
not be achieved. "Blueprints of airplanes don't fly," says 
Warren Cordell. chief statistical officer of the A. C. Niel- 
sen office, a quiet enthusiast with apple cheeks and an 
Indian accent. "There are lots of perfect sample designs, 
but in field surveys there are no perfect samples." 

The failure to assure that all possible respondents have 
an equal chance to be asked may introduce into the re- 
sults a "bias" of unknown dimensions. On the coarsest 
level, for example, a man who did his political polling in 
a working-class district of Boston would come up with a 
prediction of a Kennedy landslide unlikely to occur na- 
tionally. A service which rates the popularity of television 
programs by calling telephone numbers in cities can be 
accurate nationally only if farmers and other rural resi- 
dents have the same viewing habits as city dwellers — an 
unreasonable assumption. . . . 

The whole purpose of sampling is to save money. 
Mathematicians can have some fun pointing out that the 
standard error on a perfect sample of 1,000 is substan- 
tially lower than the actual error of Census results, and 
George Gallup can comment sarcastically on "this fatuous 
notion that you must be accurate if you ask everybody." 
But, of course, the information gathered from asking 



everybody is more likely to be accurate than the informa- 
tion from a sample. The defense of sampling in a com- 
mercial situation is that the sample will give information 
accurate enough to form a basis for sound decisions — at 
a cost infinitely lower than that of a census. Perhaps the 
first fact a researcher wants to learn from his client is 
how accurate the information must be, because the cost 
of the project rises drastically each time you knock a per- 
centage point off the margin of error. 

One way of saving money is to limit the size of the 
"universe," to sample only from those groups which can 
be expected to give useful answers. In checking the mar- 
ket for a new gadget on a power mower, the researcher 
will avoid wasting interviews on city dwellers. Nielsen 
does not include in his tv-rating sample that eighth of 
the population which does not own a television set. Usual- 
ly the distinctions are more subtle, and the researcher pro- 
ceeds by trial and error. As Alfred Politz puts it with his 
great gift for analogy, the researcher is often in the posi- 
tion of an artillery officer who knows that the enemy guns 
are in the wooded hill across the way. but doesn't know 
where. He has mapped out the enemy terrain into a thou- 
sand squares, and given his guns square-by-square firing 
orders to saturate the hillside. Suddenly there appears 
in his camp a spy — "an unreliable spy whose information 
has not been wholly trustworthy in the past." The spy 
examines the officer's map, and says that the enemy's guns 
are in square 196. "What do you, as the artillery officer, 
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do?" Politz asks. "You shoot in that 
square first. If the spy is wrong, you 
have lost noting. If the spy is right, 
you saved 999 shots." 

The major money -saving device is 
called "clustering." The modern 
"probability" sample eliminates the 
old bias of interviewer judgment by 
sending the interviewer to a specified 
house on a specified lot, or to a speci- 
fied apartment in a multi-family 
dwelling. Every square mile of the 
United States has been mapped, by a 
municipality, a fire-insurance com- 
pany, or a government agency. The 
Census Bureau has mapped hundreds 
of thousands of "Census Tracts." 
Each dwelling unit on each map is 
assigned a number, each map has a 
number, and selections are made by 
means of "random-number tables," 
eliminating human judgment entirely. 

A straight probability sample, how- 
ever, will probably permit an inter- 
viewer no more than one or two col- 
lections a day. He will have to spend 
the rest of his time traveling several 
hundred miles to get to the next house 
on the list (and then return to "call 
back" on the family that wasn't 
home). To avoid the travel expense 
and the waste of salaries, therefore, 
researchers "cluster" their sample 
geographically, gaining a much larger 
sample for the same cost. 

How much clustering should be 
done is a matter of controversy 
among statisticians, though there is 
general agreement that it all depends 
on what vou're measuring. The 
greater the homogeneity in a region 
or a social class, with respect to what 
you are measuring, the more danger- 
ous the clustering. The technical term 
is "intraclass correlation," and every- 
one "takes it into account." William 
Hurwitz of the Census Bureau feels 
that many private organizations "ex- 
aggerate the costs of travel," and thus 
may pull too many responses from 
too few clusters. The Federal Re- 
serve System has a hunch that the 
Census Bureau may demand an un- 
necessarily expensive purity of dis- 
tribution in the sample. Government 
agencies, however, must always be 
more cautious than private firms in 
arranging their samples. The com- 
mercial researcher finds a workable 
answer for a single client, suited to 
(Please turn to page 54) 
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SUMMARY 
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PR'MARV MAW,." 
EQUALS 

"DOUBLED" ADVERTISING IMPACT 





DISCUSSING the NBC research study on behalf of Proctor-SMex are (I to r) William Y. E. 
Rambo, advertising mgr., P-S Corp.; Max Tendrich, Weiss & Geller account exec and exec v. p.; 
Marvin Balman, mgr. NBC research projects & Larry Wisser, W & G senior v.p. & creative dir. 



PROCTOR'S WEB TV 
DEBUT PAYS OFF 

^ Research study shows success of appliance firm's 
plunge last spring on six daytime shows, one special 

^ Weiss & Geller blue-printed Proctor's increased use 
of spot tv over seven years ; foresaw '60 as network year 



l^roctor-Silex Corp. has taken a 
plunge into daytime network tv. After 
building up distribution and dealer- 
ships with spot tv over the past seven 
years, the small appliance manufac- 
turer initiated a six-week daytime 
campaign on NBC TV last spring and 
has doubled this venture for the fall. 
The tv budget, all on NBC, is 807* of 
Proctor's national media advertising 
expenditure, roughly SI million. 

Proctor, and its agency, Weiss & 
Geller, have come a long way from 
the one-market spot saturation cam- 
I paign initiated in 1954 as Proctor's 
toe-wetting start in tv. Progressively, 
Proctor increased its spot tv advertis- 
ing through 1959 ($551,000 in spot 
last year, according to TvB), pri- 
marily to secure ample distribution 
I and dealerships (sponsor, 11 June 
t 1956) as well as establish product 
awareness. 

With this accomplished, and with 



the merger of Proctor Electric with 
the Silex Corp. on March 1, 1960, 
the plunge into network tv was made 
last spring, and the results are tre- 
mendous. For one thing, Proctor sales 
are 25% ahead of the first nine 
months of 1959, Max Tendrich, W&G 
executive vice president and account 
executive told SPONSOR. He pointed 
out, however, that the industry on the 
whole is not ahead in sales by this 
percentage. 

The network tv plunge is the re- 
sult of Weiss & Geller's planned ex- 
pansion of the use of tv for Proctor, 
which started with the one-market 
buy in 1954. When the agency took 
over the account in the early '50's a 
spot tv blueprint, was made, which 
opened up to markets, one by one, 
to the point where it became econom- 
ical for Proctor to enter network tv. 
With the Proctor-Silex merger came 
an approximately doubled sales and 
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-•tribtuion staff. Therefore, taking 
vantage of the increased manpower, 
d the market-by-market saturation 
ilt up by the spot campaign, "we 

■re ready for network tv," said 
dliam Y. E. Rambo, Proctor ad 

Imager. 

> The results of Proctor's initial net- 
mrk campaign are evidenced in a 
Lcial study made last month by 
»C's research department, on behalf 
Proctor-Silex. The study deals 
Really with audience size and direc- 

In and appeal of Proctor's spring 
!>0 NBC TV campaign, as well as 
l<; advertising impact which accrued 
the sponsor. NBC decided to initi- 
| a the study last spring when Proctor 
ide its heavy switch from spot — a 
' nificant boost to daytime network 

Here are some of iSBC's findings: 



• Proctor's spring campaign em- 
ployed the unique combination of six 
daytime programs, plus a nighttime 
special, the Jerry Leiuis Show, for a 
total of 60 minutes of commercial 
time over six weeks. 

• During this period Proctor 
reached over 27 million different 
homes representing six out of every 
10 tv homes. The average viewing 
home tuned to over four and one half 
episodes. NBC estimates that the gross 
rating points for the entire six- week 
campaign was 450 points. Nielsen 
figures were used. 

• In a typical week of the daytime 
campaign, Proctor had nine minutes 
of commercial time with the average 
minute viewed by 4.1 million people 
(2.7 million homes times 1.52 viewers 
per set), resulting in a total of 37 
million impressions each week. 



• The daytime campaign was most 
heavily concentrated in those homes 
that are the best appliance customers, 
namely young housewives, higher in- 
come homes and larger families. The 
five-week cumulative audience was 
22 r f above average in the homes 
with housewives 35-49 year of age 
and 129c above average in the 16-34 
group (6th week of the campaign 
was a Nielsen black week). Homes 
with housewives over 50 years of age 
were 10% below average, however. 

• The cumulative rating among 
homes with five or more persons was 
25% above average, while among 
homes in the $5,000 a year and over 
bracket the rating was l^r above the 
average and 2% above average in the 
$8,000 and over group. 

Here is what NBC's special study 
(Please turn to page 56) 
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NBC STUDY SHOWS PROCTOR IMPACT OF VIDEO 



*How would you rate R"octor Toasters . . .one of the best, 
very good, good, fair or poor ? " 

% RATING PROCTOR "ONE OF TH E BEST OR VERY GOOD" 

50.7 





32.8 






19.4 




+13.4 


20.1 










Before 


After 




Before 



25.3 




19.4 




+31.3 



TOTAL 



NON-Vi EWERS 



Before After 
HEAVY VIEWERS 



Typical chart in NBC's study on the effect of Proctor's spring NBC TV campaign. "Before" and "after 1 ' 
refer to random calls made prior to and after the campaign. Heavy viewers saw at least 10 of Proctor's 
possible 60 daytime quarter hours or five segments and the 'Jerry Lewis' special. Non-viewers saw none 
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IF YOU ARE GOING 
TO USE TV ABROAD 

^ Here are answers to a dozen questions asked by 
U. S. advertisers and agencies entering overseas tv 

^ What you should know about U. S. foreign branches, 
program buying, commercials, stations, and restrictions 
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43 U. S. ADVERTISERS WHO USE 
FILM SHOWS IN LATIN AMERICA* 



Country 


Advertisers 


j 


All L. A. 


Goodyear Tire 


. = 


if t;r fiCfflli 


ComDania Tnddv Max Factor 


1 
§1 


Brazil 


Shell Oil 


| 


Costa Rica 


Cliquot Club, General Tire, Admiral, Motorola, 


1 
= 




Westinghouse, Gibson Kitchens, GE, Wurlitzer, 






Philco, RCA, Scott's Emulsion, Numar margarine 




Cuba 


Bristol-Myers 




Honduras 


TAN Airlines, Sherwin-Williams 




Mexico 


Orange Crush, American Airlines, Bristol-Myers, 






Procter & Gamble, Corn Products Co., Kimberly- 






Clark, Warner-Lambert 




Puerto Rico 


Esso Standard Oil, Shell Oil, Nestle, Nabisco, 






Fresh Milk Coop., Corona beer, P&G, GE, Chase 






Manhattan Bank, Kellogg, Borden, General Mo- 






tors, Crosley, Ford, Hazel Bishop, Bristol-Myers, 






Westinghouse 




Venezuela 


Borden, General Motors, Richard Hudnut, Lucky 






Strike, Sears Roebuck, Standard Brands, Corning 






Glass, Bristol-Myers, Chesterfield 




•source: ITP 






iimii m 


iii "i iiiiii wm ii in i iiMiii nil ii i mil"' '. Him 


Hill 



I he rise of overseas operations 
American companies has posed ni 
problems and new opportunities f 
advertising abroad. To introduce a 
vertising managers to overseas tv ai 
to discuss some typical tv problen 
of U. S. companies with forei± 
branches, sponsor presents this ink 
view with Edward J. Stern, found 
and president of International Telex 
sion Programs (ITP) — a compa 1 
for seven years the international d 
tributor of Ziv-UA tv films. 

What percentage of program ore 
from overseas advertisers are plat* 
through the parent company or 
agency in the V. S.? 

The percentage of orders placed 3 
overseas branches through their ( 
fices or agencies in the U. S. is h 
than 1%. But important screenia, 
do take place in this country \q 
U. S. advertisers and agencies, \\ 
in turn suggest and recommend 
ticular types of shows or specific 
ries to their overseas branches arl 
agencies. This is an important fa 
tor, but few sales are actually cq 
summated in this country. 

Are overseas orders for (,'. S. tv fii 
usually placed by the local agencj 
by the advertiser's local office? 

Local factors varying within ea< 
country determine this question 
Venezuela, for example, the majori 
of shows are bought by advertisii 
agencies for clients. But in Japdj 
and Australia it is mandatory th 
the stations purchase the shows, 
cept in those commercial marke 
where the law requires selling d 
rectly to stations, usually both ■ 
agency's recommendation and the cl 
ent's approval are necessary bef(H| 
tv film programs are bought. 

What degree of influence or contrt 
is exercised from the V. S. by client 
or agencies? 

This varies a great deal from o*l 
pany to company. Most foreia 
branches operate more or less autj 
omously but are, of course, ready t 
listen to their parent company's re« 
ommendations. 

What about commercials, wher 
they* re prepared, their length, an r 
ichelher they are film or live? 

Commercials are generally made 
the country where they're used| 
(Please turn to page 60) 
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TV BASICS /NOVEMBER 



This month's speciality — specials 



^ Network television's second month of the season 
•eveals a total of 28 specials for the three networks 



I he four weeks ending 20 Novem- 
ber — sponsor's comparagraph period 
k— sets a new record for network spe- 
lials scheduled within one month's 

tine. Last year, during the same 
period, sponsor's Tv Basics showed a 
otal of 20 shows as compared to the 

urrently scheduled 28 shows. Both 

leriods include a two-part series and 



twice-a-month specials such as Hall 
of Fame. 

Responsible for at least part of the 
increase is the presidential election, 
creating six specials including all 
three networks' election returns cov- 
erage. 

Although many familiar specials 
are once again being aired, the new 



season reveals an overwhelming num- 
ber of brand new shows featuring 
last year's weekly tv talent. Among 
these experimental shows are the 
Danny Thomas special and last 
month's Phil Silvers special. John 
Wayne, a popular film personality, 
and seldom available to the tv medi- 
um has a November show. 

The 1960 vs. 1959 cost increases 
are: Bell Telephone Hour, $285,000 
vs. $275,000; Du Pont Show of the 
Month, $300,000 vs. $275,000 Hall of 
Fame, $275,000 vs. $250,000. ^ 



1. THIS MONTH IN NETWORK TV 



i!. ' imii 



lllliLlllll! 



j 



SPECIALS SCHEDULED 


DURING FOUR 


WEEKS ENDING 20 NOVEMBER 


s 


PROGRAM (NETWORK) 


COST 


SPONSOR, AGENCY, DATE 


■ 


Bell & Howell Close-Up (A) 


$30,000 


Bell & Howell, McCann, 11/3 




Bell Telephone Hour (IS) 


285,000 


AT&T, Ayer, 10/28, 11/11 




John Brown's Raid (IS ) 


125,000 


Purex, Weiss, 10/25 




Campaign Roundup (A) 




10/29, 11/6 




Date With Debbie (A) 


275,000 


Revlon, Grey, 10/27 




Dow Hour-Great Mysteries (IS) 


110,000 


Dow, MacManus, 11/15 




Dupont Show of the Month (C) 


300,000 


Dupont, BBDO, 11/16 




Elections (IS) 


* 


11/8 




Election Coverage (A ) 


* 


11/8 




Election Returns (C) 


* 


Westinghouse, Ketchum, 11/8 




Family Classics I&ll (C) 


265,000 


Breck, McClinton, 10/28, 10/29 




Dave Garroway (N ) 


250,000 


Elgin, 11/18 








Elec. Auto-lite, Grant, 11/8 








American Luggage, J. C. David, 11/8 








Berkshire Hosiery, 0, B&M, 11/8 




Hallmark Hall of Fame (IS ) 


275,000 


Hallmark, FC&B, 10/24, 11/20 




Bobe Hope Buick Shoiv (N) 


320,000 


Buick, McCann, 11/16 




Dean Martin (IS) 


250,000 


Speidel, NC&C, 11/1 




Omnibus (IS) 


120,000 


Aluminum, JWT, 11/13 




Rep. Pres. Cand. Speech (A) 




Republican National Committee, 11/7 




The Right Man (C) 


225,000 


Traveler's Insurance, Y&R, 10/24 




Story of a Family (IS) 


125,000 


Ocean Spray, BBDO, 11/14 




Danny Thomas Special (C) 


275,000 


General Motors, 10/30 




Tomorrow (C) 


150,000 


American Machine Foundry, C&W, 10/26 




UIS Anniversary Concert (A ) 




10/24 




John Wayne Show (A) 


275,000 


Pontiac, MacManus, 11/14 




Wonderland on Ice (IS) 


200,000 


Top Value Enterprises, C-M, 11/17 





•Part of a pickage which includes conventions, speeches, etc. ^ 
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2. NIGHTTIME C O M P A 



6.O0 



630 



7. -CO 



730 



8 00 



830 



9:00 



930 



10:00 



1030 



SUNDAY 

ABC CBS NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



Face The 
Nation 

sust 



Meet The Presi 
Manhattan Sblrti 
(Daniel A Char. 
I-L M.SM 
Hall of Fame 
(6-8) « 



John Daly 
News 

rust. 



|ohn Daly News 

fUSL 



loht El 



Walt Disney 
Presents 
G. Mills (DFS1 
Ludens (Mathes) 
Derby (McC-E) 

Brlllo (.TWT) 
A-F 194,001 



Twentieth 
Century 
Prudential 

(R -MrC) 
D-F $35,000 



People Are 
Funny 

Squibb) (Dona- 
hue A Coe) 

Q-L I21.0W 



No net service 



D Edwards 
Amer Home 
(Bales) 
N-L $9.50«tt 



News 
Teraeo (CAW) 
N-L $6.50<rtt 



D. Edwards 
Am. Home 
Batei 
Sdhlitl (JWT) 
S'-L t».5»«tt 



News 

T«wo (CiWI 
N-L $*.5**rt 



Walt Disney 
Presents 

6:30-7 30 B-J)y 
ers iDCSAS) 
C»nada Dry 
(Maihesl Dow 
Chem. (NC&C) 
J&J <TAR) 



Lassie 
Campbell Soup 
(BRDO) 
A-F I3T.(K)« 



Shirley Temple 

(7-8) 
RCA (JWT) 
B-Xut I4fe 
Savers (TAB) 
Dr-L 170,000 



No net service 



D Edwards 
Amer Home 
(repeat leedl 



News 
Texaco 
(repeat ItrHI 

Story-Family 
(730-830) % 



Expedition 
Ralston (GBAB) 
A-F 136.000 



No net service 



D Edwards 
Am. Home 
alt SebliU 
irepeat feed) 



News 
Texaco 
(repeat leedl 



Maverick 

: 3<>-ii-30i 

K«'"> C« 'V*R 
Brillo (JWT) 
Noxema (SSCB) 
W-F 182.001 



Dennis The 
Menace 
Kellogg (Burnett) 
Best Fooda 
(GBAB) 
Se-F $36,000 



Shirley 
Temple 



Cheyenne 

<T 3O-8 30) 
Ralston (Gard.1 
Peter Paul (DFS) 
Bris-My (OBMl 
Union Car. (Bits-) 
W-F $93,000 



To Tell The 
Trutht 

(9/26 Si 
Am. Home alt. 
Heleoe Curtis 
(Bates) 
ScF $18,000 



Riverboat 

(7 30-8 301 ' 

G. Seal 
(C. Mith.) 
DPont (BBDO) 
Block (SSCB) 
M. David 
(Weiss) 



Bugs Bunny 

G. Fds. (B&B) 
Colgate (Bates) 



No net service 



Laramie 
(7 3»-S3») 
Oof rite (Bates) 

BAW (KMAJ) 
Dow (MaeM. 
Smm (DFS) 
W-F JiS.000 



Hew] 

Arn r\ 

\-F 



Maverick 

B.J. Reynolds 
(Esty) 
Armour (FC&B 
Derby (McC-E) 



Ed Sullivan 
(«-»» 
Colgate (Batet) 
alt Kodak (JWT) 
T-T. IM.ROO 

The Danny 
Thomas Specia 
(8-9) « 



National 
Velvet 
Reiall (BBDO) 

G«n llilli 

(BBDO) 
A-F $37.00C 



Cheyenne 

R. J. Reynolds 

(Esty) 
PAG (BAB) 



Pete and Gladys 
Goodyear (TAB) 
Carnation 
EffBE 
Sc-F 537.000 



Riverboat 
R. Digest (JWT) 

PAG (BAB) 
War- Lam (Bates) 
Nar.Phar. (BAB) 
B. J. Reynolds 
(Esty): Stude. 
(D*Arty) 



The Rifleman 

PAG (BAB) 
W-F $40,000 



Father Knows 

Best 
Scott (JWT) 
B-Myrs (TAB) 
vellogg (Burnett) 
5cF $34,000 
Election 
Returns % 



Laramie 

B-Nut Life SaTers. 

(T&B) : Pitt, 
Glass (BBDOl 
Prestone 
CMaihes) : 
Pan Amer. Coflee 
(BBDO) 



Hots] 

Derty ■ 
Ritdal 



Law Man 
R. J RtynoJdi 
(EUy) 
Whitehall 
(Bates) 
W.F 141. 0(M 



Ed Sullivan 



Tab Hunter 
P. Lorillard 
(LAN) West- 
clox (BBDO) 
Dr-L 139.000 



Surside 6 
(8 30-9:30) 
Bra A Wmsn 
(Bates) 
Pootiac 
(MacMJAA) 
A-F 1120.000 



Bringing Up 

Buddy 
Scott (JWT) 
Sc-F 155 000 
The Right Man 
8:30-9.30 
(10/24) 



Wells Fargo 
Amer Tobacco 
(SSCB) 
W-T 117.00" 

Bob Hope 



Wyatt Earp 
Gen Mllli (DPS) 
alt PAG 

(Oompton) 
W-F IiO.000 



Dobie Cillis 
PlUabury 
(Burnett) 
alt 

Philip Morris 

( Burnett 1 
se-F SST.OW 



Alfred 
Hitchcock 
Ford (JWT) 
My-F (65.000 
Elections 
(to eond.) 0 



Orzie f | 
Kadak 

Gxai 



The Rebel 
Union Carbide 

(Esty) 
p*n .t*Ri 

L&51 (D F.S) 
W-F UZ.SW 



C. E. Theatre 

Gen Elertrlr 
(RRDO) 
Or F f 51.000 



The Chevy 
Show 

(10/2 S) 

(9-10) 
Chevrolet 
(Camp-El 
T-L $120.00( 



Surside 6 
Clueu Peabody 
(LAN) 
Whitehall 
(Bates) 



Danny Thomas 

Sen. Fds. (B&-B) 



Klondike 
B. J. Remolds 
(Eaty) 

A-F 536.00(1 



Stagecoach 
West 

(9-10) 
U. Mtn. (C-E) 
B 4 W (Esty) 
Miles (Wadel 
W-F ISS.0O0 



Tom Ewell 
Qua ker O ats 

(JWT) 
PAG (BAB) 
ScF $38,000 



Thriller 

(9-10) 
AU State 'Bur- 
nett ) : Glenbrook 

(DFS): Abl 
Tobaoco i SSCB) : 
Dnpoot (BBDO) 
(<Mj-F IS5.0OT 



Hawaii 
ti m- 
Can* J 
*lal 

GoUi 



The Islanders 

ij> 30 Hl:3«) 
LAM (Mr-E). 
J. B. Wms. 
(Parksonl 
War. -Lam. 
(Bates) 
A-F $95.00i 



Jack Benny 

I*Ter (JWT) 
State Farm 
(NLAB) 
V-L J80.5W 



The Chevy 
Show 



Adv. In Paradise 

(930-1030) 

DuPont (BBDO) 

A-F $110,000 
John Wayne 
(11/14. 9-30- 
1030) % 



Spike Jones 
Show 
Go Foods 

(B&B) 
Mu-L $17,500 



Dante 
A. Culver (Wade) 
Singer (T&R) 
My-F $37.O0C 

Hall of Fame 
(930-11) # 



Stagecoach 
West 

Gen. Fds (OBM) 
Sals ton (Gardner) 



Red Skelton 
Show 
[LS/20) PetUlTk 
(Gardner) alt 

8 C Jnhino 
XLABl 
ISc-F $54,000 



Thriller 
B-Nut Life 
SaTers (T&B) 



Haw*, 

An. 

Bar j 



The Islanders 
Cnlted Mtra. 
<Camp.-E.l 
DuPont (BBDO 
Brillo (JWT) 



Candid Camera 
Lever (JWT) 
Bristol- Myers 
(T&B) 

AuP-L $34.00( 



Loretta Young 

Tool (North) 
alt Warner Lao 
(Lam & Feasley 

Dr-L $49.50 



Adv. In Paradise 

L&M (MeC-E) 
J. B. Williams 

(Parkson) 
Whitehall (Bates: 
Peabody (L&-N) 



Hennesey 
Lorillard (LAN) 
G. Fds (TtB) 



Barbara 
Stanwyck 
Theatre 
A. Culver (Wade 
Amer. Gas Co. 
(LAN) 
Dr-F $41.00 



Alcoa P reseats 
Alow CFSR! 

Dr-F $36,000 



Carry Moore 
Show 
(10-U) 
"ivmouth (Arer) 
S. C. Johnson 

(NLAB1 
Polaroid (DDB) 
f-L $115,000 



NBC Specials 

uo-in 

Various spooaors 



(l* 

(OBM| 
Wava.1 
r I 

My-F 



Walter Winche 
Show 
Hazel Bishop 
(Ray. Specter) 

D-L $4! 



j i 



What's My Lin< 
Kellogc 
(Burnett) 
Sunbeam 
(Perrln Paui) 

ol $3:.oo( 



This Is Vour 

Life 
Block (Grey) 
AuP-L $24,O0( 



Peter Cunn 
Bristol-Myers 
(DCSS). R 3. 
Reynolds (Esty) 
My-F $39.00^ 



Presidential 
Countdown 
(8/18-10/51) 
Wactlngbouse 
(E«cflum-MacL) 



Jackpot 
Bowling 
Baycfc (Werman 

4 SchoTT) 
Brunswick -Balke 

(McC-E) 
Sp-F $37.00 



No Net Service 



Carry Moore 
Show 



NBC Specials 



Nafcec 

^tmbftS] 
Sbrari 



J 

■'5 

1 



# Specula. 

ttCost is per eegment. Prices do not include BUBtaining. participat- 
ing or co-op programs. Costs refer to average show costs including 
talent and production. They are gross (include 15% agency commission). 



They do not include commercials or time charges. This chart covers peric-3 
26 Sept.-23 Oct. Program types are indicated as follows: A) Adventure,! 
(Au) Audience Participation. (C) Comedy, D) Documentary, (Dr)J 
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GRAPH 24 OCT. - 20 NOV 



IIESDAY 



NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



ohn Daly News 

sust 



lohn Daly News 

sust 



Newt 
Toil co (C&W) 
S> Jf L $«.50Ott 
tt 



«) 



D Edwards 
Philip Morris 
(Burnett) 
alt Scblitz 
(JWT) 
ff-L $9,500tt 



News 
reiaco (C&W) 
] r-L Jfi.wott 
Wonderland 
(7:30-8:30) # 



D Edwards 
Ptrlitmosi 

(B&B) 
alt Amer. Home 

(Bates) 
N-L S9,50Ott 



News 
Tenco (C&W) 
fc-L te.SOOft 



Campaign 
Roundup 

(10/1 j 7.30-8) 
(10/8; 8-8:30) 
(10/15; 7-7:30) 
sust 



No net service 



No net service 



No net service 



News 
Tenco 
(repeat feed) 



D Edwards 
Pblilp Morris 

tit Schlitz 
(repeat feed) 



News 
Texaco 
(repeat feed) 



D Edwards 
Parliament 
alt Amer. Home 
(repeat feed) 



News 
Texaco 
(repeat feed) 



Campaign 
Roundup 
(7:00-7:30) # 



ar rs 

K 

!uV) 

B) 
00 



Wagon Train 

(7:30-8:301 
Ford (JWT) 
tf-F $88,00C 



Guestward Hoi 

Ralston (GB&B, 
Gardner) 
7-Cp (JWT) 
3c-F $38,000 



The Witness 

(7:30-8:30; 
B. J. Reynolds 
(Esty) 
H. Curtis 
(McCann) 



The Outlaws 
Gold Seal 
] I. & Wmsn, Du 
pont (BBDO) ; 
Ford (JWT) 
Dvd (Weiss) 



3r-F 



$78,000 V-F 



$S8.000 



Matty's Funday 
Funnies 
Mattel 
(Carson Roberts) 
Sc-F $10,000 



Rawhide 

(7:30-8:30) 
Parliament 

(B*B) 

G. Fds ( ) 

Dracfeet ( ) 

w-F 



Dan Raven 

(7:30-8:30) 
Brn. & Wmsn. 
RM&J); B-Nut 
Ate Sst. (T&B) 
Dow (MJ&A) 
t»n"nnn E*re3tone(Matbes) 
' ly-F $79,000 



The Roaring 20's 
(10/15 S; 
7:30-8:30) 
Dupont (BBDO) 
Anahist (Bates) 
Ritchie (K&E) 
My-F $83,000 



Perry Mason 

(7:30-8:30) 
Colgate (Bate*) 

Parliament 
(B&B) 
My-F $80,000 



Bonanza 

(7:30-8:30) 
Am. Tob. 
BCA (JWT) 
i.m. Tob. (BBDO) 

BCA (JWT) 
W-F $78,000 



Wason Train 
H. J. Reynold! 
(Esty) 
Nat'l Else. 
(Mc-E) 



Donna Reed 
Campbell 
(BBDO) 
alt 

Johnson & J 
(Y&R) 
ISc-F $40,000 



The Witness 
Esq. (MW4S) 
Schick 

(B&B) 



The Outlaws 
l-jfut Life Savers 
Y&R) ;Wir-Lam 
(L&F); Colgate 
(Bates); Stude. 
(BBDO) ; Pan 
Amer. Coffee 
(Camp.-Mitb.) 



Harrigan & Son 

(10/7 S) 
Reynolds (Frank) 
CC-F $39,000 



Rawhide 
N'ablscn (Me-E) 
Family Classics 
I • 

(10/28, 7:30- 
8:30 



Dan Raven 
Mentholatum 

(JWT) 
Studebaker 
(D'Arcy) 
r. Dvd (Weiss) 
Smnz (DFS) 



The Roaring 

20's 
Derby (Mc-E) 
Am. Cblcle 
(Bates) 
Brlngtn Mills 
(Don. & Coe) 



Perry Mason 
SierllriK <DFH» 
Dracfeet (Y&R) 

Moo res 
Family Classics 
II 

(10/29. 7:30- 
8:30) 



Bonanza 
«eei open 



Price Is Right 
Lever (OBM) 
alt Speidel 
(NC4K) 
J-L $22,500 



The Real 
McCoys 
"40 (Compton) 

Sc-F $11,000 



Zane Crey 
Theatre 

S. C. Johnson 
NLB) P. Loril- 
lard (L&N) 



Bat Masterson 

(9/29 S) 
Sealtest (Ayor) 
Hills Bros. 
(Ayer) 



V-F 



$15,000 1 T-F 



$39,000 



Flintstones 
Miles (Wade) 
alt 

R. J. Reynolds 
(Eity) 

X-F 544.000 



Route 66 
(10/7 S) 



The Lone 
Westerner 



Chevrolet (C-E) ' far. -Lam. (L&F) 
Sterling (DFS) *->ul Life saws 



Philip Morris 
(Burnett) 
A-F $85,000 



(Y&R) 
M. Dvd (Weiss) 

Smnz (DFS) 
'F-F $36,000 



Leave It To 
Beaver 
ftalston (Gardner, 
GB&B) 
GE (Grey) 
Sc-F $30,000 



Checkmate 

(8:30-9:30) 
Brn. & Wmsn. 
alt. K. Clark 

( ) 

(Bates) 
Lever (K&E) 
My-F $80,000 



Tall Man 

R. J. Reynolds 
(Esty); B-Nut 
Life SaTers(Y&R) 
W-F $36,000 



Perry Como 
Kraft (JWT) 
-L $125,000 

Bob Hope 

o-io) m 



My Three Sons 

Chevrolet (C-E) 
Sc-F $49,500 



Angel 

S. C. Johnson 
(B&B) Gen. 
Foods (B&B) 
: c-F $43,000 



achelor Father 
Whitehall 
(Bates) 
alt Am Tob 
(Gumbinner) 
c-F $3S,00fl 



7 Sunset Strip 
(9-19) 
Am. Chicle 
(Bates) 
Vly-F $SS,000 



Route 66 



Bell Telephone 
Hour 

(9-10) 
lT&T(NW Ayer) 
L $175,000 



Lawrence Welk 

<»-10j 
Dodzo (Grant) 

J. B. Williams 

(Parkson) 
Mu-L $45,000 



Checkmate 

Kimberly Clark 

(FCB) 
Lever alt. B&W 



The Deputy 
■It Gen Cigar 

(T&R) 
?olariod (DD&B) 
Gen. Cig. (Y&B) 

Polaroid ( ) 

W-F $39,000 



Perry Como 



Untouchables 

(9:30-10 30) 
Armour (FCB) 
L&M (Me-E) 
tfy-F $90,000 

Date-Debbie 
(9:30-10:30) # 



Ann Sothern 

S. C. Johnson 
(B&B) Gen, 
Foods (B&B) 
c-F $41,000 



Tennessee Ernie 
Ford Show 

Fortd (JWT) 
-L $45,000 



11 Sunset Strip 
H. Ritchie 
(K&E) 
R. J. Reynolda 
(Esty) 
Whitehall 
(Bates) 



Mr, Carlund 

Plymouth (Ayer) 

L&M (DFS) 
i-F $37,000 



Sell Telephone 
Hour 



Lawrence Welk 



(Have Gun, Will 
Travel 
Whitehall 
(Bate*) 
lit Lever (JWT) 
iV-F $40,000 



Project 20 
(9:30-10:30) 

aust 
The Nation's 
Future 
(11/12 3) 



i 



eter Loves Mary 
P&G (B&B) 
ic-F $38,000 



Untouchables 
Ritchie (K&E) 



Person to 
Person* 

(9/29 S) 



Croucho 
Marx 



Vhliehall (Bates) I olarold (DDB) I oriilard (L&N) 



Union Carbide 
(Esty) 



L. 



U. Carbide 
lan. Pis (R&R) -»>P-L 
.uP-L 



Toni (North) 

$30,000 



Robert Taylor 
in The 
Detectives 
P&G 
(B&B) 
My-F $45,000 



Twilight Zone 
3«n Food (Y&R1 
Klmberly-Clirk 
(FCB) 

lA-F 



Michael Shane 
(10-11) 
Oldsmoblle 

[Brother) Pitt. 
Glass (BBDO) 
$36,000 tupont (BBDO) 
I ly-F $78,000 



Fight of the 

Week 
Gillette (Maxon) 
Miles (Wide) 



Sp-L $45,000 , P _ P 



Cunsmoke 
1,&M (DFS) alt 
Sperry-Rand 
<T&R) 

$42,000 



Project 20 



^o net service 



Ernie Kovacs' 
Take A Good 

Look 
:onsolld(d Cigar 

(EWH&R) 
Bell & Howell 
11/3, 10-10:30) 
• 



June Allyson 

(9/29 S) 
: >upont (BBDO) 
r-L $14,000 



Mo Net Service 



Law & Mr. 
Jones (io/7 S) 

P&G (B&B) 
A-F $41,000 



Eyewitness to 
History 

(9/30 S) 
Firestone 
(C-E) 
P.A $25,000 



Michael Shane 
]J-Nut Life Savers 
(T&R) 



TBA 



No net service 



Man From 
Inter pole 
Sterllne (DFS) 
4-F $25,000 



|ia, (F) Film, (I) Interview, (J) Juvenile, (L) Live. (M) Misc. 
f Musk. (My) Mystery, (N) News, (Q) Quiz-Panel. (Sc) Situation 
jay, (Sp) Sports, (V) Variety, (W) Western. tNo charge for repeats. 



L preceding date means last date on air. S following date means starting 
date for new show or sponsor in time slot. iPrice not avaitale N'ote: 
many nighttime shows which were omitted last month are now includei. 
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IROWING GROWING GROWING 



dustry . . . culture . . . population. All are making fabulous strides in the dynamic 
impa Bay area! 

eliminary 1960 census figures of 1,439,165 for the 21 counties covered by WTVT make 
is "market on the move" a better-than-ever buy for your media dollar! 



The station on the move. . . WTVT 

th top CBS and local programs, makes TV's most modern facilities available to adver- 
ers . . . studio and mobile Videotape units . . . radar weather . . . plus three studios and 
cameras. WTVT . . . first in every way in Tampa - St. Petersburg, Market on the Move! 




fONSOR • 24 OCTOBER 1960 



DAYTIME 



C O 




P A 



10:00 
10:15 
10:30 
10:45 
11:00 
11:15 
11:30 
11:45 



12:15 
12:30 
12:45 



SUNDAY 

ABC CBS 



NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS 



NBC 



Lamp Unto M 

F'Mf 
■lilt 



Look Up & Llv 

lUlt 



December Bri< 

lUlt 



Video Village 

lUlt 



Dough Re Mi 

■Ult 

sust (It 
Sterling 
(10/10 S) 



Play Your 
Hunch 

lUlt 

alt Whitehall 



Ooleate 



December Bride 

lUlt 



Video Village 
sust 

Rem. Rand tit. 
Am. Home 



Dough Re Ml 

aust 

Proctor- Sllex 
•It lUlt 



Play-Hunch 
«ust alt 
Harts 
Bterltax alt 

Simonlz 



UN in Action 

lUlt 



Morning Court 

Lvr. G. Mis, Ok 
Lndn, Nxma, J 
B. Wlms, Carter, 
Block, Jhsn, 



I Love Lucy 
■ ust 



Price Is Rigtit 

mat. 

BUrllng 
alt Whitebait 



Morning Court 

Wlms, Nab. G. 

Mis, P. Paul. 
Cartr, Lan, Plus, 
Dow, S.C. Jobn- 



I Love Lucy 

sust 

sust alt. Lever 



Price 1$ Right 

aus t alt. B-N ut 
Mentholatum 
alt sust Tool 



Camera Three 

lUlt 



Love That Bob 

Dow, Ponds, 
Miles, J&J, Estr, 
Mlmal, G. Pds. 
G. Mis. Staler, 



Clear Horizon 
■ust 



Concentration 
CulTer alt 
Lever 

Mermen alt Level 



Love That Bob 

Dow, Ponds, S.C. 

Johnson, Miles, 
Pan Am, Cmpbl, 

Melmac, Welch, 



Clear Horizon 
Vlck alt. suit 



Concentration 
Friildalre 
A. Culver 
alt 

Leemlng 



Matty's Fundajy 
Funnies 
Mattel 



The Texan 

Dow, G. Mis. 
Nab, Brdn, Bn 
Ami, M. Md, Es- 
thr, Rnlds, Ian. 



Love of Life 

lUlt 

Amer Ham* Pro 
alt lUlt 



Truth or 
Consequences 
Mllei 



The Texan 

Ponds, Lan. Pis, 
J&J, Lvr, Dow, 
M. Md, G. Mis, 
Cmpbl 



Love of Life 
sust alt. Quaker 
Oats 
Am. Home 
(wkly) 



Truth or 
Consequences 

Nabisco B-Nut 
Colrer alt luit 



It Could Be You 
Culver alt lust 

P&G alt 
Mentholatum 
(10/3 S) 



Rocky & 
Friends 

Sen. Mills, Amei . 
Chicle, Peter Pai 1 



Queen-Day 

Hartz. Ex-Lax, 
J&J, Staley, Bor- 
den, Lever, Pan 
Am. Dow, Cmpbl 



Search for 
Tomorrow 
p&O 



Guiding Light 
P&Q 



Queen-Day 
Hartz, PondJ, 

Mln.-Maid, 
Armr, Brdns, 
Adolphs, Brlllo 



Search For 
Tomorrow 
P&O 



It Could Be You 
Miles alt i uit 



Guiding Light 
P&O 



P&G alt sust 



TBA 

11/13 S 



About Faces 

Ponds, Dow 
Whitehall Brdn. 
Mln. Md. Cpmbl 
Armr, G. Mis. 



Newt 

(1-1:05) 
■ust 



No net service 



No net servici 



About Faces 

Ponds. Jhnsn, 
Adolpbs, Btr 
Visn. Estbr, 
Cmpbl, Brdn, 



News 

(1-1:05) 
sust 



No net service 



No net service 



College News 
Conference 
suit 



Pro-Football 

(Partlc.) (1:45 
cobcI.) 



Frontiers of 
Faith 
suit 



World Turns 
P&O 

alt 
H. Curtli 



No net service 



World Turns 
P&Q 

Stvrllnx alt 

Quaker 



No net service 



""CTaTrlpTonsnTp 
Bridge 
No. Amer, Van 
Lines, Shwadyei 
Sara Lee 



Pro-Football 

(2-concl.) 
Natl, Brewing 
% regional; 
Genessee, % reg 



Day In Court 

Pondi, Sterling, 
S. C. Johnson, 
Reynolds, Miles 
Brillo, Campbell 



Day In Court 

J&J, L. Esther, 
S.C. John, B-Nut, 
O. London Dow, 

String, Cmpbl. 



Pro-Football 



Full Circle 
rait 



Jan Murray 
Show 
init 



Full Circle 

lUlt 



Jan Murray 
Show 
suit 



Amer. footEaT 
League 
Gen. Cigar. 
Colgate, Schicl 
Cartings 



Pro-Football 



Road To Realit) 
Poods, Sterling, 
S. C. Johnson 
Nzma, Pan Am 



Art Link letter 

Wlms, Lvr, 

Wlms. Van Cam 



Loretta Young 

Smnz alt. B-Nut 



Road to Reality 

Ponds, Dow, 
Lever, Carters, 
Whtehall. Ntb. 

Jhnsn, Cmpbl 



Art Link letter 

alt Scott, 
J. B. Willia ms 
Ktlloff 



Loretta Young 
■uit 

Gold Seal alt 
Tonl 



Amer. football 
Plels, Renault 
Sinclair. Ptbi< 
Campaign 

{11/6, 2:30-3) 



— Young fn. 

Ma lone 
Leeming 
alt Gold Seal 



Young Dr. 

Malone 
Chemstrand 
alt. P&G 
Sterling ait P&G 



Pro-Footbal 



Beat The Clock 

Ex-Lax, Dow, 
Ponds. Borden, 
Welscb, Btr Visn 
Wilms, Dow, 



Millionaire 

sust 



P&G 



Beat The Clock 

J&J, Nxzma, 
Mystic tape, 
Wlms, Brdns, 
Pan Am, 



Millionaire 
su st alt. Vl ck 

Scott alt. Quaker 



Amer. Football 



Pro-Football 



Who You Trust? 

Lvr, Armr, S.C 
Jhnsn. L. Esthr 
Pnds. Wlms. Mei 
nac, Knapp-Mon 



Verdict 1$ Your 

sust 



Amer Home 
alt sust 



^ToTTr^Hrsw 
Roots 
lust 
alt. Simoniz 



Who You Trust? 
Ex-Lax, Ponds 
Whitehall, Coty 
Dow-Coming 
Welch 



Verdict Is Yours 

Armstrong 
alt sust 



From These 
Roots 
suit 



Amer. Football 



Pro Football 



American 
Bandstand 

Gen. Mills. Level 
Western Tablet 



Brighter Day 

sust 



Secret Storm 
Amer Horn* Pit* 



Make Room For 
Daddy 
•ust 



sust alt. Toni 



American 
Bandstand 
Welch, Lever, 
Gen. Mills 



Brighter Day 

Tick 



Secret Storm 

Quaker 
alt Scott 



Make Room For 
Daddy 

sust 
PIbG 



Amer. Band. 

Armour 
UN Anniver- 
sary Concert 
(4:20-5:30) # 



Amer. Footbal 



Edge of Night 

P&O 
H. Curtis alt 
■ ust 



Hollywood 

sust 

Colgate 
alt. sust 



Amer. Band. 
Tout, Hollywood 
Candy, Nortbam 
War. 



Edge of Night 
P&Q 

Sterling 

lit K. T. French 



Here's 
Hollywood 

sust whtehl alt. 

Cole. 



Matty's Fun da 
Funnies 
Mattel 



Amateur Hour 

Williams 



Celebrity Colt 
Kemper (alt.) 
Omnibus 
(5-6) • 



American 
Bandstand 
eo-«p 



American 
Bandstand 
ao-op 



Kocky (r 
Friends 

G. Mills, Am 
Chicle, P. Paul 
(TBA 11/20, 



College Bowl 

(10/2 S) 
GE 



Cnel Huntley 
Reporting 

Amer. Photo. 
Copy Equip., 
Kemper Ins. Co, 



Captain Gallant 
Gen. Mills 



Rin Tin Tin 
Gen Mill* 



HOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COMPARAGRAPH 



The network schedule on this and preceding pages (42, 43) 
includes regularly scheduled programing from 24 Oct.- 
20 Nov., inclusive (with possible exception of changes 
made by the networks after presstime). Irregularly sched- 



IG RAP 




24 OCT. - 20 NOV. 



JiNESDAY 

I NBC 

■ Bride 
u 

i jerar 

i Til 
* 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



Dough Re Ml 

iUlt 



sust alt. Block 
Drug 



Secern ber Bride 

IUlt 

sust alt. Vick 



Dough Re Mi 

Gold Seal 
alt sust 



December Bride 

Kodak alt sust 



Nsblsco alt. 
String 



sust alt. Borax 



Dough Re Mi 

B-Nut alt. 
i Mis (L 1 1/7) 
ust alt. Leemlnp 



Captain 
Kangaroo 



Shan Lewis 

Natl. Biscuit 



Play-Hunch 

Q. Mills 

Colgate 



Video Village 



Play Your 
Hunch 

lUSt 

Mllat alt 

TTufriT. 



Video Village 

[iever alt. Kodak 



Play-Hunch 

sust alt. 
Mills 

sust 

Maattaktun 



<ing Leonard & 
Short Subjects 

Gen. Mills 



ucy 

'it 



Price Is Right 
Frlgldalre 
alt Sterling 

Heinz alt Culvar 



Morning Court 

Dow. S.C. Jhnsn, 

J&J, Ex-Lax. 
Bon Ami, Wlms, 
Armr, Block, Pan 



I Love Lucy 

sust 

TJ. S. Steel alt 
Lever 



Price Is Right 
Chemstrand 
alt Lever 

Miles, Leemlng 



Morning Court 

Johnson, Ponds, 
r&J. Mrs. Fllbrt 
iVhtehal. Cmpbl 
?rdn. Levr, Groc 



I Love Lucy 

Best Fds alt 
Tick 



Gerber alt 



Price Is Right 

Lever alt suit 
Culver alt, 
G. Mis 



Kellogg Magic 
Land of 
Allakazam 



Fury 

Miles all. Gen. 
Foods 



Concentration 
Mllat alt Gen. 
Mills (9/28 B ) 
Nablieo tit 

Proctor-Stlex 



Love That Bob 

Dow, Ponds, 
Jhnsn, Miles, 
Melmac, Dow- 
Corn. P. Paul, 



Clear Horizon 

•Uit 

sust alt. Borax 



Concentration 

G. Mills 
alt Lever 

Heinz alt 
Whitehall 



Love That Bob 

Jhnsn, Pnds, Es 
thr, Ex-Lax, Lvr, 
Ban, String, Nab, 
Mystic, G. Fds, 



Clear Horizon 

sust 
K. Band alt. 
Kodak 



Concentration 

Miles alt Lever 

Simonlze 
Levar alt 



Mighty Mouse 

Nestle alt. sust 
Colgate alt. 
Nestle 



Lone Rdnger 
Gen. Mills. 



Lriife 

Prod 



Truth or 
Consequences 
Halm 

P&G (10/5 S) 

IUlt 



The Texan 

Ponds, Cracker 
Jack, Mrs. Fil- 
bert, G. Mis, 
Armr. Adolphs. 



Love of Life 

sust 

Ajxter Hmi 



Truth or 
Consequences 

H artz alt s ust 

PAG 



The Texan 

Ponds, Maxwell 
House. Adolphs. 
Cmpbl. Nxzma. 
Dow 



Love of Life 

Borax alt. Nab. 

Best Foods alt 
K. T. French 



T/uth or 
Consequences 
Frig, alt suit 



Sky King 
Nablico 



P&G »lt 



My True Story 

IUlt 

Sterling Drug 



ight 



Could Be You 
Whitebait alt 

Leemlng Whlte- 
ball 
Heinz alt G. 



Queen-Day 
Sterling, Armr, 
Vlin. Maid, Pnds 
Jhnsn, Wlms, 
Melmac, Brdns, 



Search for 
Tomorrow 
P&G 



Guiding Light 



It Could Be 
You 
Mllea alt 
Nablico 



Queen-Day 

Gen Fds, Armr, 
Coty, Carter, 
J&J, Down, 
Corning 



Search for 
Tomorrow 
P&G 

Guiding Light 



Could Be You 
Frlgldalre 
alt tust 



Saturday News 

sust 



detective Diary 
Hierllni Drue 



m 'mice 



No net service 



About Faces 

Dow, Ponds 
S. C. Johnson 
Brlllo, P. Paul, 
Ei-Lai, Mystic. 



News 
<1-1:05) suit 



No net service 



No net service 



About Faces 

Johnson, Lever, 
Wlms, Brdn, 
Ponds, Sterling 
Pan Am 



News 
(1-1:05) 
•ust 



No net service 



No net service 



College Football 
Kickoff 

Union Carbide 
Wlllard Storage 
Battery 



Mr. Wizard 
suit 



U irns 
H 

If 7 

Bi Ing 



No net service 



As the World 
Turns 

P&Q 

PllUbuir 



No net service 



World Turns 

Bast Foodi 
alt. Vlck 
Carnation alt 
R. T. French 



No net service 



ft'. 



Jan Murray 
Show 

IUlt 



sust alt. M. 
(11/12 S) 



Day In Court 

Gen. Fds., Levai 
J&J, Coty Dow, 
DvdtSterllng, Johnson 



Full Circle 

sust 



Jan Murray 
Show 

Nab alt. sust 
P. Sllex alt. 
Block 



Day In Cetirt 

Lever, Armr, 
Ponds, Dow, 
Wlms, Ex-Lax. 
Johnson 



Full Circle 

sust 



Jan Murray 
Show 
Whtehl alt. sust 



NBA Basketball 

Sponsors TBA 



< itter 



Loretta Young 

Chemstrand 



Frlgldalre alt 
Knox Gelatin 



Road to Reality 

Lever. J&J, S.C 
Johnson. Dow, 
Cmpbl, Grocery, 
Nab. Pan Am, 



Art Llnkletter 

Lever alt Drackatl 

Plllibory 



Loretta Young 

P&G alt G. Mis 
<L 11/17) 



Heinz alt P&G 



Road to Reality 

J&J, John. Dow 
Nab, Pan Am, 
Brlllo. Cmpbl, 
Bloat 



Art Unkletter 
Lever Bro i 

Bauer & Black 
alt Armstrong 



Loretta Young 

•ust 
alt G. Mill! 



P&G alt G. Mill 



NCAA Football 

Gillette, Humble 

Oil, LAM 
Competition Mtrs 



Young 
Dr. Ma lone 

Plough, G. Mills 



Halnz, Plough 



■Beat The Clock 

L. Esthr, Knapf 
Monarch, J&J, 
Welch, Reynolds 
Cmpbl, Jhnsn, 



Millionaire 

sust 

Drackett alt tutl 



Young 
Dr. Ma lone 

Mtlei alt Culver 

P&G alt G. Mis 



Beat The Clock! 

Lever, dow. Key 

nolds, Brdn, 
Wlms, Nab, Mel 
mac 



Millionaire 

Quaker alt. sust 



Gerber alt. Nab. 



Young 
Dr. Malone 

Mermen alt. 
Simon iza 
Sterling alt Nab 



NCAA Football 



1 fours 
■01 alt 



From Then 
Roots 



v/ho You Trust! 

Ponds, Lever, 
Armr, Jhnsn, 
Cmpbl, Nab, 
Wlms, Melmac 



Verdict Is Youn 
Sterling alt Level 



From These 
Roots 

Slmnz alt. Helm 



Who You Trust 

Reynolds, Staley 
Cmpbl, Johnson, 
Cmpbl, White- 
hall. Ponds, Gl< 



Verdict Is Yours 

Quaker Gats 
all. Vlck 



\H Jay 

<V it 

P trra 
* Prod 



Make Room For 
Daddy 

Heinz (10/5 S) 
alt sust 



From These 
Roots 

sust alt. Plough 

Gold Seal alt. 
TVIfHti 



NCAA Footbal 



out. 



Amer. Band. 

Lever, Gen Mis 
B.-Nut, Welch 
Armour, Holly- 
wood Candy 



Brighter Day 

Drackatt 
Borax 



Make Room Foi 
Daddy 

sust alt. Leemlng 



Secret Storm 
■ mar Hnma 



G. Mis sust alt. 



Amer, Band. 

Welch. Gen. 
Mills. Lever. 
Tonl, Positan 



Brighter Day 

Best Foods Level 

Secret Storm 
Amer Home Prat: 

11 m ^ * 



Make Room Foi 
Daddy 

Proctor-Sllax 
G. Mis. 
(li 11/181 



■ 'Ight 



Here's 
Hollywood 

sust 

Culver alt. Ton! 



Ame. Band. 
North am -War- 
ren,, Tonl, Posl 
tan 



Edge of Night 

P&G 
Plllsbury 



Here's 
Hollywood 

B-Nut alt. 
G. Mis 



Amer. Band. 
Armour. Albert 
Culver, West 
em Tablet 



JB— ate. »lt, 



Edge of Night 

Quaker Oats 
alt. Dracket 

Amer Horn a 

SffTllnf 



Here's 
Hollywood 
G. Mis alt. 
Sllex 



College Football 
Scoreboard 

Gen. Mills 
Bristol Myers 



American 
Bandstand 

eo-op 



American 
Bandstand 
•o-op 



All Star Golf 

Reynolds Metals 



Captain Gallant 

(10/15 S) 
Gen. Mills 
B-XutLlfe Savers 



Rocky and 
His Friends 
Gen Mills 



Rin Tin Tin 

Gen Mills 



Saturday Prom 

(10/15 S) 
3 Xut Life Savers 



*Ttaese are package prices and include time, talent, production and cable costs. 

led programs appearing during this period are listed 
5 well, with air dates. The only regularly scheduled pro- 
rams not listed are: Tonight, NBC, 11:15 p,m,-l a.m., 
jlonday-Friday, participating sponsorship; Sunday News 



Special. CBS. Sunday, 11-11:15 p.m.; Today, NBC, 7-9 
a.m.. Monday -Friday, participating; News CBS. 7:45-8 a.m. 
and 8:45-9 a.m., Monday- Friday. All time periods are 
Daylight Saving. 



With sales creativity a necessity today, SPONSOR ASKS: 



How did you make your greates 



Archie S. Crinalds, sales manager, 
JTDIA, Memphis, Term. 
The Case of Lakeview Gardens one 
day may intrigue Perry Mason as a 
story title, but to us it is one of the 
most outstanding advertiser success 
stories. 

Lakeview Gardens is a Negro sub- 
division and WDIA today is its exclu- 
sive "mas? salesman"; and has been 
almost continuously since August, 
1959. 

The 240-acre tract, on which even- 
tually will be built 614 S9.000 to 
319,000 homes, this year won a Na- 
tional Association of Home Builders 
award as the outstanding work of its 
kind in the United States in 1959 — 
and no racial strings were attached to 
the "Oscar," either. 

It is the brain child of William B. 
Wolfe, who conceived of it nearly 
four years ago to meet "the oft- 
expressed but seldom fulfilled desire 
of the growing multitude of middle- 
income-group Negroes in America for 

Providing a 
full-scale on- 
the-spot pro- 
motion for a 
Negro home 
development 

a well-planned suburban development 
of new, quality homes comparable in 
price and terms to the housing of any 
American city." 

WDIA, which has devoted itself to 
the personal service of its 1,500,000 
audience, Negro minority-group, met 
Wolfe and Lakeview Gardens in the 
spring of 1959. We were seeking just 
such a sole on which to hang a spe- 
cial promotion. 

After several months of devising a 
workable plan to sell to Lakeview 
Gardens, we presented WDIA Home 
of Happiness in September, 1959. 
The station staged a gigantic promo- 
tion, Labor Day. Wolfe built the 
Home of Happiness from its foun- 




dation, and the station followed the 
progress of its construction daily. 
Listeners were invited to visit Lake- 
view Gardens in a spot series partici- 
pated in by other station sponsors, 
who also furnished and stocked the 
home from front to kitchen door. 
An impressive list of valuable prizes 
were awarded Labor Day to persons 
who had visited the development pre- 
viously and registered. 

Lakeview Gardens and WDIA hit 
Time, September 21, 1959, via men- 
tion and picture. In an article titled 
"A Lift in Living," dealing with 
Negro housing in the U.S. 

When the promotion ended, Wolfe 
went to straight advertising - on 
WDIA, using the expert services of 
Jan Gardner and Ruth Taylor, Ridge- 
way Advertising Agency, Memphis 
office. 

Early this year Wolfe sold his in- 
terest in Lakeview Gardens to Wal- 
lace E. Johnson Realty Co., one of 
the largest firms of its kind in the 
nation. 

Today, still under the guidance of 
the Misses Gardener and Taylor, 
WDIA continues to sell homes in 
Lakeview Gardens with a weekly 
schedule of 10 ten-minute programs, 
Monday through Friday, and 20 
weekend one-minute spots. 

It has been a great sales experi- 
ence for Memphis' goodwill station. 

But its greatest satisfaction for all 
concerned has been the element of 
real, considerate personal service to 
the home owners it has created. 

Harry B. Shaw, v.p. & gen. mgr., 
WSJS Radio /Tv, Winston-Salem, N. C. 
In 25 years that I have been en- 
gaged in the selling end of the broad- 
casting industry there have been num- 
erous "big" sales that have come over 
the pike and it's not always easy to 
select the one best "big" sale that I 
was fortunate enough to put across. 

Actually, from the standpoint of 
importance I would have to list a 
couple of sales that I feel were equally 




important in my career as a sal 
man. The first would have to be t 
first sale I ever made for radio, 
made an appointment with the mi 
ager of a large furniture store tl 
had never used radio before. For 



By creating 
new and in- 
teresting sales 
angles to 
prove sta- 
tion s value 



minutes I pitched using my carefu 
designed and brand new sales pre:* 
tation. The net result at the end 
that 40 minutes was a big and wh 
seemed like a definite "no." 

I finally asked the manager if 
would at least let me write a samj 
announcement and read it to him 
he could hear how it would sour 
He gave me a piece of paper, her' 
me to a typewriter and I pountj 
out my version of what his sales m 
sage should say. He listened to 
carefully, pulled his ear lobe a coi| 
of times and grunted "How much 
this going to cost me?" 

That was my first really import 
sale and it probably did more, 
justify my confidence in my sales al| 
ity than anything could. It also 
vinced me that selling was the ca 
I wanted to follow from there on 
And, just incidentally, that furnii 
store went from that small sale ti 
full five-year contract on radio. 

I think the greatest sense of 
complishment I have ever gotten f 
a sale since I've been selling for 
tion WSJS-TV here in Wins 
Salem, was to the local franchiser 
Pepsi-Cola in the area. 

This was the toughest pitch I 
had to make and I pulled out all 
stops in trying to create new 
interesting sales angles to prove 
value of WSJS-TV to the P. 
dealer making a major investm 
Together, with my sales staff, 
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sale? 



ed an original presentation that 
■do say so myself was one of the 
t we ever put together. It was 
ood in fact that after all of the 
lems we had previously faced 

the soft drink dealer, he made 
decision immediately after this 
cular presentation was shown to 

That was. to my mind, the ful- 
ent of creative selling. From a 
icial standpoint it wasn't bad 
•r, making Pepsi one of the 
*t advertisers on WSJS-TV. That 
icular account has been running 
he past five years on the station 
is still growing strong. 
f» 

Floyd, president, KELO-TV, Sioux 
Falls, S. D. 

le greatest sale of my career 
not a single transaction but 

?r a multi-level, many-faceted 
| ect which was conducted over a 
n )d of several years and on many 
I ts. It was the sale of an idea — 
W philosophy of operation which 
Fted KELO-LAND. 
I ELO-LAXD is more than just a 
I e for our coverage area. It is an 
£ e philosophy of growth and oper- 
fi, stemming from the basic fact 
I marketing that although Sioux 
If 1 .* is the 202nd metropolitan area 
* ie nation, it is the key to a trading 
ir much larger and more important 
f this rank indicates. 



Extension of 
coverage area, 
good promo- 
tion, made 
our market 
a must buy 



I ion after KELO-TV in Sioux 
started telecasting in 1953, it 
j>Hme apparent that many adver- 
P-' s were interested primarily in 
jp^opolitan area rankings. Since 
S: ix Falls ranked relatively low. it 
I necessary to find other appeals, 
[Please turn to page 62 ) 





by h in tfie M<m«y / 



Your campaign will finish in the money if you start 
by buying broadcast IN Lexington. In all the world, 
only Lexington broadcasters effectively influence 
the $445,793,000 retail purchases made by 559,200 
people in the growing 30-county Lexington trading 
area. Get your share of $657,165,000 consumer spend- 
able income by buying broadcast I N Lexington . . . 
Don't head the wrong direction in planning your 
next campaign. 



You Have to Buy LEXINGTON 
to Cover the Rich, Growing 
30-County 



CINCINNATI 




FROM THE FABULOUS FIVE IN LEXINGTON 

WBIG ★ WlAP ★ WVIK ★ WKYT-TV ★WIEX-TK 
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rirst raiing results on nias bi top i 



ft 




Bette Davis, Anne Baxter 
"ALL ABOUT EYE" 




Gregory Peck. Hugh Marlowe 
"TWELVE O'CLOCK HIGH" 




Loretta Young, Celeste Holm 
"COME TO THE STABLE" 




Jeanne Grain, Linda Darnell, Ann Sothern 
"A LETTER TO THREE WIVES" 




AUDIENCE ACCEPTANCE: 




RATING BY ARBITRON . . . for 

New York Premiere Week on WNTA/TV, Channel 13 



Have you been waiting to see the public's reaction to the big and important post-'48 
movies? Well, don't wait any longer.The first rating results are in...on NTA's"61 for'61" 
group of 20th Century-Fox's masterpieces. Hold on to your hats, in a strong breeze. 

An unduplicated rating of 33... reaching 2,728,766 adult viewers... sweeping ahead 
of all competing independent stations and the third ranking network station from 
Monday through Friday, from 11 p.m.... and only 6/10 of 1% behind the leading 
network station in the area on Premiere Night in the time period... was registered. 
Station: WNTA/TV, Channel 13, New York. Program: The Picture Of The Week. Time: 
Week of Sept. 19 to 25, 1960 from 11 p.m. on. Source: Arbitron 

That should answer any question you might have on the terrific audience pulling 
power of these 61 fabulous feature films that won 42 Academy Awards and nomi- 
nations... contain more of today's big stars and titles than you will find in any net- 
work special... and cost over $75,000,000 to produce. They're among the biggest 
box-office grossers of all time, and they're proving their great attraction power on TV 
right now. 

What are you waiting for— when you've got a sure thing, everywhere they're still avail- 
able. Already, they've been sold in 26 markets in the first three weeks. For the others, 
today contact your nearest NTA Sales Office, or— 

L JONMY CRAfF. V. P. in Charge »t Sales. Eastern Oi», 10 Columbus Circle • JUdson 2-7300 

BERNE TABAKIN. V.P. in Charge it Sales, Westtri 0i*„ 8530 Wilshire Boulevard, Beverly Hills. Calif. • OLympic 5-7701 



Gregory Peck. Anne Baxter 
"YELLOW SKY" 



NTA 



10 Columbus Circle New York 19, N.Y. • JUdson 



oup of post-48s from 20th Century-Fox! 



SPONSOR ACCEPTANCE: 





Jack Palance, Richard Widmark 
"PANIC IN THE STREETS" 




Marlon Brando, Anthony Quinn 
"VIVA ZAPATA" 



BLUE CHIP ADVERTISERS 

on WNTA/TV, Channel 13, New York 



Dentyne Gum 

Ivory Liquid Soap 

Philip Morris 

Yuban Coffee 

Prestone 

Dove Soap 

Tide 

Anacin 

Dash 

Rambler 

Noxema 

Premium Duz 

Wisk 

Bufferin 

Gleem 



Comet 
Lux Liquid 
Imperial Margarine 
El Producto Cigars 
Vic Tanny 
Pillsbury Mills 
Realemon 
Avon 

Duncan Hines 
Hotel Bar Butter 
Castro Convertibles 
Democratic Party 
Ocean Spray Cranberries 
Ivory Soap 
Scott Paper 

Holland House Cocktail Mix 




Burt Lancaster, Dorothy McGuire. 
"MR. 880" 




Gary Grant, Ann Sheridan 
"I WAS A MALE WAR BRIDE" 



F| A Q |J a Here are the stations that already own this package (listed according to popu- 
■ LHOll ■ lation): New York-Newark, WNTA; Philadelphia, WRCV, Washington, D.C., WRC, 
St. Louis, Mo. (Belleville, III.), KTVI; Cincinnati, Ohio, WLW-T; Miami (Ft. Lauderdale), Fla., WCKT; Provi- 
dence, R.I., WJAR; Birmingham, Ala., WAPI; Phoenix, Ariz., KPHO; Syracuse, N.Y., WSYR; Honolulu, Hawaii, 
KHVH; Hartford, Conn. (New Britain-New Haven), WHNB; Omaha, Neb., WOW; Springfield, Mass. (Holy- 
oke), WHYN; Knoxville, Tenn., WATE; Salt Lake City, Utah, KUTV & KSL ; Harrisburg, Pa. (Lancaster, Pa.), 
WTPA; Kalamazoo, Mich. (Grand Rapids), WKZO; Wichita Falls, Texas, KSYD; Las Vegas, Nev., (Henderson t 
Nev.), KLRJ; Fort Smith, Ark., KFSA; Boise, Idaho, KTVB; Spartanburg, S.C., WSPA,- Rock Island, III. (Daven- 
port, lowa-Moline), WHBF; Twin Falls, Idaho, KLIX; Alaska- Anchorage, KEN I; Fairbanks, KFAR. 




fdward G. Robinson, Susan Hayward 
"HOUSE OF STRANGERS" 




CHANNEL 9 

WTVM j 

COLUMBUS, GA. 

• A Great New Market! 

82% unduplicated audience on the 
only primary ABC station between 
Atlanta and the Gulf! 

• Top ABC Programs! 

Shows like Maverick, Cheyenne, The 
Real McCoys, Sunset Strip, Hong 
Kong, and The Untouchables. 

• The Best of NBC 

Programs like Wagon Train, The 
Price is Right, Huntley-Brinkley 
News and Perry Como . . . plus top 
syndicated programs. 



CHANNEL 9 




COLUMBUS, GA. 

Call the man from 
YOUNG TVI 




Ask about 
availabilities on 
WTVC CH. 9 
Chattanooga, Tenn. 



station in 
Chattanooga! 
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National and regional bu 
in work now or recently complet 

SPOT BUYS 



TV BUYS 

J. C. Johnson & Son, Inc., Racine, Wis.: Fairly heavy schedul 
on Stride floor wax begin this month in the top markets. Caif 
paign is for eight to 10 weeks, day and prime night minutes. Buye? 
Mary Ann Monaham. Agency: Needham. Louis & Brorby, In 
New York. 

International Latex Corp., New York: Schedules for Isodine r 
gin 14 November in about 40 markets. Fifteen-week lineup is f: 
day and prime night minutes and chainbreaks. Buyer: Mart 
Foody. Agency: Reach, McCIinton & Co., New York. 

Brillo Mfg. Co., Inc., Brooklyn: Placements for Brillo are in tw 
flights, in 12-15 markets. First flight begins this month for ] 
weeks; second in January for about 20 weeks. Moderate frequenci 
of day minutes are being used. Buyer: Nancy Smith. Agency: I 
Walter Thompson Co., New York. 

El Producto Cigar Co., Inc., New York: Staggered pre-Christm 
schedules start this month and next on its cigars. Night minutes an) 
chainbreaks will run in 75 markets. Buyer: Tim Tully. Agencj 
Compton Adv., New York. 

Northam Warren Corp., Stamford. Conn.: About 25 markets g' 
Cutex schedules this month. Day and late night minutes are set f 
four weeks, seven to 15 per week per market. Buyer: Don MilleJ 
Agency: DCSS. New York. 

General Foods Corp., Jell-0 Div., White Plains: Going into abo 
50 markets this month with schedules for Calumet baking powde 
with the bulk in south and southwestern markets. Live minutes \ 
women's formats are being used, light frequencies. Buyer: P 
Bardach. Agency: Foote, Cone & Belding, New York. 

RADIO BUYS 

Pontiac Motor Div., General Motors Corp., Pontiac, Mich.: I 
addition to its tv activity, radio schedules on the Tempest begin & 
October for two weeks. Traffic minutes are being placed in the t 
50 markets. Buyer: David Balnaves. Agency: MacManus. John 
Adams, Inc.. Bloomfield Hills, Mich. 

Charles Gulden, Inc., Saddle Brook, N. J.: Two-week campaign f 
its mustard starts 24 October in 30-35 markets. Most markets 4 
one-station buys, about 20 traffic and day minute spots per week ] 
station. Buyer: Doug Humm. Agency : Charles W. Hoy t, New Yo 

Capital Airlines, Washington, D. C. : New flight begins late t 

month in 10 eastern markets. Traffic minute schedules. Mond 

through Saturday, are for eight weeks. Buyer: Lucky Kerwi 
Agency: Kenyon & Eckhardt, Inc., New York. 
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In the world of Arnold Stang spot is a very big deal. His spot campaign for Chunky 
Chocolate Corporation is a tremendous success in a powerful and versatile medium. It 
made famous the comedy buy-line —"Chunky ! Whatta chunka chawklit!" The Chunky 
Chocolate people — and Arnold — know the value of spots well placed. Nothing is more 
flexible. You sell your products where they are, with maximum exposure, high return, 
and no waste, and when it comes to smart placement call your H R man. He's an expert. 

^Television, Inc. 
Representatives 



i 




Top COTBK?VGE 

BOMD5 COVERAGE 



RATINGS 

(Continued from page 38) 

the client's needs. The government 
bureau expects that thousands of busi- 
nesses, with very different needs, will 
be using government-sponsored data. 
Archibald Crossley would hardly ever 
suggest to a client a sample so elabo- 
rate and scattered as the one he used 
for a survey by the Fish and Wildlife 
Service of the Dept. of Agriculture. 

But even after all the neutral prob- 
ability techniques have been em- 
ployed, there remains a disturbing 
"who's-who" aspect to any sampling 
operation which involves people. Not 
everyone will answer an interviewer's 
questions. There are differences in 
intensity of feeling, vitally important 
to the man who is planning to market 
a new product or get himself elected 
president, but very difficult to pull 
out reliably from questionnaire re- 
sults. Above all. there is the prob- 
lem that the universe which is rele- 
vant to a client's problems may be 
smaller and shaped differently from 
that big, nation-wide universe of all 
the households which is usually what 
the (political) pollster must sample. 
. . . Most survey errors of course, do 
not trace to mathematical mistakes or 
to inaccurate sampling. They are 
the result of bad questions or un- 
provable hypotheses which can easily 
load the final data with misinforma- 
tion. Nielsen in 1951 did a study of 
public-aid recipients in the State of 
Illinois, under commission from a 
state department which wanted to 
know how many frauds it was sup- 
porting. "We had everything under 
control," Warren Cordell says. "We 
had lists of people on relief, so we 
could make a truly random sample. 
They had to cooperate with us or 
they'd be taken off the rolls. We 
knew just the questions we had to 
ask them. But if we'd relied solely 
on the answers, instead of looking 
around and checking with the neigh- 
bors, as we did, the survey would 
have been useless. A number of our 
respondents obviously didn't and 
wouldn't tell the truth. The accuracy 
of the basic information you collect 
is usually a lot more important than 
the accuracy of your sample. That's 
the area of the next crusade — re- 
sponse error." 

Sampling is the method of all 
science. The "laws" of phvsics, as 
David Hume pointed out some cen- 



turies ago, are merely hypotlj 
which fit observed experience, 
do not know that the sun will 
tomorrow morning, or set tomo^ 
evening: we know merely that 
have always seen it do so (excep 
some incidents in the Bible). I 
individual's sample of experienc, 
limited and unprovable, and t 
the experience of the race as a v\ 
assuming it can be communica 
is inevitably partial. . . . Scientific 
vance occurs when experience 
pands, when information which c 
not fit the rules begins to turn uf 
the sample. . . . 

The current emphasis on samn 
as a means of data-gathering f 
and simple — the stress on pul 
opinion polls and television ratin 
has slowed understanding of samj 
as a possible way to bring object! 
to the so-called "social sciences." 
many people have a stake in the 
suits of both polls and ratings. 1 
ticians have been forced to deny I 
they pay any attention to polls, u| 
is nonsense. Television -network 
cials whose week is made or rui 
by the ratings will tell investigal 
that their decisions aren't influed 
by what the rating services say, w| 
is even worse nonsense. When 
is cash money involved, businessr 
do tend to want more and bd 
sampling before they make decisi 
but the popularity of the atti 
which "doubts the polls" has scattd 
confusion over theory and prac^ 
That the theory of sampling is 4 
is simply beyond question. The Q 
sus Bureau has proved it over 
over again, drawing samples as s 
as 400 from the 45.000,000-plus h 
holds of 1950, and coming wi^ 
three percentage points of the 
rect answer on about eighty-five 
of every hundred tries. (This ex, 
ment, of course, was not a field j 
the work involved was merely 
random selection of 400 out of 
000,000-plus cards. What is pr 
is that the sample reflects the ce 
accurately, (not that either is 
sarilv true.) Where surveys go wn 
today, it is either by that ma 
matical necessity which lies be 
the very idea of sampling, or by 
researcher's failure to make the < 
he needs sufficiently objective in 
eyes of the people from whom 
data is sought — Cordell's "next 
sade " 



BRATTLEBdRO,VT- 
GREfNFXB^MASS,, KEENE,N.H- 

# G.I? HOLLIMGBCHV MAS DCT7MLS 
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No matter what 
your tape problems, 
WNBQ is better 
equipped to handle 
them than any 
other station in the 
country. This 
is no idle boast. 
WNBQ has complete 



tape Mo film 



facilities, 
more color- equipped 
tape recorders 
than any other local 
station in the 
country, and a staff 
of technicians 
and production 
experts second 
to none. 

Video Recording Sales 
Merchandise Mart 
Chicago 11, Illinois 
SUperior 7-8300 



NOW on the AIR! 

Houston's most powerful 
F M RADIO STATION 



Operating from 
544 Ft Tower 




595 feet above 
mean Sea Level 

64.240 Watts ERP 

102.9 mc 




DELIVERING ALMOST TWICE AS MANY HIGH INCOME 
FAMILIES PER DOLLAR INVESTED AS MASS MEDIA 

(I960 Alfred Polite Major Market FM Study-July, 1960 Issue U.S. RADIO) 
National Reps.: 

• New York • Chfcago • Detroit • Atlanta • St Louis 
• San Francisco • Los Angeles • Dallas 

IN HOUSTON, CALL DAVE MORRIS, JAckson 3-2581 




AFFILIATED WITH K-NUZ AM 

HOUSTON'S NO. 1 BUY AT THE LOWEST COST PER THOUSAND 



PROCTOR 

{Continued from page 39) 

to measure changes in awareness 
knowledge, attitude and purchase 
tential, of Proctor products resu 
from viewing the spring camp; 
showed. A before and after resq 
design was adopted for this st 
enabling comparisons to be mad 
the levels of awareness, atitude, 
purchase potential, prior to as 
as after the campaign. 

Heavy viewers are those h< 
wives who watched at least 10 o 
60 possible episodes of Proctor-s 
sored programs during "the past 
weeks" or who viewed The J 
Lewis Show and at least five da) I 
episodes. Occasional viewers ar 
other housewives who report ]<» 
exposure to Proctor-sponsored 
grams. Non-viewers are those h<] 
wives with no exposure to this 
paign. Therefore, changes ta| 
place among the non-viewers, if 
measure the effectiveness of wor| 
mouth, or in-store merchandising 
The sample was selected by ran 
procedures from local telephone d 
tories in 24 markets, by Marks 
Impact Research, an independent 
search company. Nearly 1,000 
phone interviews were completed! 
the "before advertising" phase, 
spondents were queried about W 
awareness of small appliances as 
as their viewing of the six da) 
shows, and were recalled immedi 
after The Jerry Lewis Show to di 
mine their viewing of this prog 
The "after advertising" sar J 
comprising more than 1,200 i 
views was asked the identical < 
tions on appliances and daytime v 
ing. Jerry Lewis viewing was d\ 
mined by a previous phone inter 
on the night of the show. 

The question on brand awap 
was unaided. The proportion of 
pie spontaneously mentioning Pr 
improved 38% between the "bef 
and "after" calls. Awareness an! 
non-viewers remained virtually 
changed. Also increasing substant 
between phrase of calls was ale 
identification. Almost 2.5 time 
many heavy viewers could identify 

there a in your hou' 

with Proctor after the campaign 
could do so before. Non-vie 
changed only slightly. 

There was also considerable 
provement in the opinion of Pn 
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KETV 



has more unduplicated programming 

in this area 



than any other Omaha station! 




NBC 



1 ABC 

# AMES 

CBS 



DES MOINES 



^sso 



CBS 



• ST. JOSEPH 



KETV s BASIC ABC-TV PROGRAMMING IS UNDUPLICATED 

The nearest basic ABC-TV station Is 130 airline miles from Omahal Omaha Station Y 
Is duplicated In Just 47 miles and Station Z Is duplicated In 89 miles. 

KETV, OMAHA, IS EXCLUSIVE ABC-TV FOR LINCOLN 

The twa trade centers of Omaha and Lincoln have a combined papulation of aver half a 
million and 1959 metropolitan retail sales of more than $730,000,0001 

KETV IS THE MOST POWERFUL OMAHA STATION IN LINCOLN 

An Impartial survey made by a Lincoln, Nebraska, television service firm proves KETV 
delivers twice the power af Omaha Station Y in the. Lincoln area and delivers ane-and- 
a-holf times the power af Omaha Station Z In the Lincoln area. 



Call H R Now I 

ten H. Cewdery, President 

Evgene S. Ytieme*, V.P.' and Gen. Mgr. 



KEffV 



7 



Omaha World-Herald Station 
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products after the campaign, the 
study points out. The percentage of 
heavy viewing housewives who rated 
the Proctor toaster as either "one of 
the best" or "very good" went up 
over 2.5 times during the campaign. 

There were also opinion questions 
comparing Proctor with two of its 
greatest competitors — Sunbeam and 
General Electric. The question read 
as follows: "Taking into account all 
the products they make, which do you 
think makes the better appliances or 
are they about equal?" Heavy view- 
ers rating Proctor better than or 
equal to Sunbeam doubled, while the 
non-viewers recorded a small decline. 
The comparison with General Electric 
was substantially the same as that for 
Sunbeam, with heavy viewers nearly 
doubling in level while the non-viewers 
opinion decreased. There was little 
or no decline of GE or Sunbeam ad- 
vertising during this time. 

Also showing a sharp increase was 
the image of Proctor products during 
the tv campaign on the part of heavy 
viewers. Viewers were asked "which 
toaster toasts the most slices at one 
time," "is the best-looking," "has the 
most useful features." "does the best 



job of giving you shade of toast," 
and the absolute increases in levels 
were 17.57', 8.1%, 8%, and 7.2% re- 
spectively. As in previous cases, none 
of these measures showed a signifi- 
cant change among non-viewers. 

At the same time, GE's and Sun- 
beam's images "declined" among 
heavy viewers in this study. Losses 
ranged from 0.6% to 6.1%, for GE 
and 1% to 5.4% for Sunbeam. 

Also appreciably strengthened 
among those most heavily exposed to 
Proctor's network tv campaign, was 
company image. The image state- 
ments put before viewers followed the 
question: "Which do you feel apply 
or do not apply to the Proctor-Silex 
Corp. and its products?" The seven 
statements with absolute increases in 
parentheses, were "modern progres- 
sive company" (30.8%) ; "appliances 
are among the best made" (28.1%) ; 
"classed with the most respected ap- 
pliance companies" (25.9%); "do a 
lot of research in designing their ap- 
pliances" (25.9%); "not an old- 
fashioned company" (20.8%) ; "one 
of the leaders in the appliance field" 
(20.6%); and " a major national 
company (20.2% o ). 



A sharp rise was also registered 
the proportion of heavy viewers wl 
would be likely to buy or considi 
buying the Mary Proctor ironiil 
table. This measure of purchase p 
tential more than doubled in th 
group. On the other hand, non-viei 
ers showed only a small increase. Tl 
total sample, moving from 14.6% 
22.8%, increased 56% in its purcha 
consideration of Proctor. 

Tv definitely increased product ir 
terest in the Proctor line, NBC iJ 
ported. There were 2.5 times as mad 
heavy viewers showing an increase i 
product interest, while non-viewd 
again hardly changed. 

In summary, 27.1 million horn 
were reached 4.6 times a day for 
total of 37 million daytime comm 
cial viewer impressions, deliver 
each week. For heavy viewers t! 
average of all 15 measures of awa 
ness, attitude and purchase poten 1? 
at the end of the campaign was mo- 
than double its original level. 

As a result of its successful sprld 
campaign. Proctor entered a 12-wea 
drive in mid-September on sevl 
NBC TV daytime shows for a totjj 
of 30 quarter hours. 

Although the bulk of small app 
ance buying is done during the 1 
two months of the year, and just 1 
fore Mother's Day, "it is Procton 
plan to sell small appliances eveJ 
month of the year," Tendrich to] 
SPONSOR. In order to sell small appl 
ances Mr. Tendrich added, "y 
must be able to demonstrate thern^ 
and where else but through tv c 
you do this?" 

The shows on NBC TV being u? 
by Proctor in the current campai 
include Dough Re Mi, The Jan M * 
ray Show, Comedy Time, From The 
Roots, Make Room for Daddy, C 
centration, Here's Hollywood. 

The sales theme of the fall ca 
paign is carrying through on dayti 
tv the Mary Proctor spray, steam, aid 
dry iron, and the Mary Proctor flipl 
top ironing table (both introduce* 
during the spring campaign) and iri 
troducing the self-lowering toaster. 

As for future tv plans, ProctO) 
plans to remain in daytime tv, but| 
also looking into 1961 to "see whaj 
all the networks have to offer." Prol 
tor also uses some color newspap" 
ads and bridal magazine spreads, bm 
usually with no tv tie-ins, "just f 
a change of pace." 




want to talk image? 



SPONSOR has assembled 37 

different ads showing you how an 
"image" can be created for a station. 

IT'S THE ONLY SOURCE BOOK OF ITS KIND 

Whether you want to sell image, 
ratings, market . . . whatever your 

advertising approach — SPONSOR has 
compiled a SOURCE BOOK OF ADS 

indexed and catalogued showing you 
how the best brains in the country 
solved your problem. 

IT'S INVALUABLE. YOU'LL BE SEEING IT SOON 

^SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO AOVE»TI»E»» USE 
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were Putnam's words at the battle of Bunker Hill, June 17, 1775. Those muskets had a 
;e for the British ... and it was a message that got through! We think there's a lesson here, 
iim your fire and then get the best dispatcher you know to carry it, be it muskets or a radio 
. Balaban Stations are famous for carrying messages direct to the buyer. On a Balaban 
, your message rides on top-flight programming, strong, popular personalities and keen selling 
•how". Day in, day out, the message gets through with Balaban -couriers par excellence. 

E BALABAN STATIONS in tempo with the times. John F. Box, Jr., Managing Director 

L -ST. LOUIS WRIT- MILWAUKEE / KBOX- DALLAS 



Sold Nationally by Robert E. Eastman & Co., Inc. 



Sold Nationally by the Katz Agency. 



TV ABROAD 

{Continued from page 40) 

Sometimes they're made centrally for 
distribution throughout an entire re- 
gion, as in the case of U. S. advertis- 
ers who prepare commercials in Mex- 
ico for utilization there and in Latin 
America. But some foreign markets 
have laws prohibiting the import of 
tv commercials made elsewhere, and 
there's a law in some countries that 
commercials must be live. Sometimes 
brand names vary from country to 
country and commercials must be 
made locally. The length of foreign 
commercials varies from 10 seconds 
to three minutes, depending on the 
country and on the advertiser's choice 
of length. In Italy, for example, 
there's a three-minute period within 
which all the commercials are lumped 
together. In Latin America a half- 
hour film program is actually only 22 
to 25 minutes long, and the balance 
of the time is filled with commercials 
of varying length. 

Are U. S. commercials ever dubbed 
for foreign use? 

Very few commercials used in the 
U. S. are dubbed for foreign use. A 
few years back we dubbed some 



In Roanoke in '60 
the Selling Signal 

is Seven... 

Many people, much wampum, 
in Roanoke. Heap big voice is 
WDBJ-TV, serving over 400,000 TV 
tepees in Virginia, N. Carolina 
and W. Va. 

Roanoke not get-rich-quick 
market, but plenty steady. Grow- 
ing, too! That's why smart ad chiefs 
are going western . . . Western 
Virginia, where they'll sell like 
sixty on seven. 

In Roanoke, seven is V/DBJ-TV. 
Maximum power, highest tower. 
Superior programming for braves, 
squaws and offspring. 

ASK YOUR PGW COLONEL 
FOR CURRENT AVAILABILITIES 




Roanoke, Virginia 



Westinghouse commercials into both 
Spanish and French, and we also 
dubbed into Spanish some Bab-0 sing- 
ing commercials which proved to be 
very effective. But such duhbings are 
the exception rather than the rule. 

What kind of price structure does 
L'. S, fr film hare abroad? How do 
prices compare icith the L. S. for the 
same circulation? 

Regarding price structure, it must 
be understood first of all that the 
value of money in many foreign 
countries has no relationship to its 
value here. For example the people 
in Japan live on a yen standard of 
3C0 to the U. S. dollar under which 
S100 represents a tremendous amount 
of earning and buying power. When 
a sponsor buys a tv show for S500 he 
is spending a tremendous amount of 
local currency in the terms of his 
business — even though he is spending 
less translated in L. S. dollars than 
for a comparable market at home. 

Supply and demand, of course, op- 
erate abroad just as in the U. S. 
Some of the factors affecting film 
prices are availability, quality, the 
local cost of live talent, the number 
of television stations within each 




market, and the seriousness of cob 
petition among U. S. firms sellii 
there. Another dominant factor 
the purchasing power of the popul 
tion as it affects the dollar value «: 
expenditures of the tv users. 

It is unquestionable that prices \ 
tv film shows are considerably low< 
in foreign markets than in compar 
ble L. S. markets, offering what's pe 
haps the lowest cost-per- 1,000 in 
for a U. S. sponsor. 

What kind of success hare foreig 
adrertisers had icith V, S, tr films? 

In Mexico City Procter & Garob 
has used a daytime and afternoc 
strip of re-runs for the past thn 
years. It is our understanding th, 
the cost-per- 1,000 is the lowest evt 
in Mexico and one of the lowest in 
anywhere in history. (Agency 
Noble Advertising, Mexico City.) 

Shell Oil Co.'s first overseas fil 
buy was Highway Patrol in Po 
tuguese for all of Brazil. Today it 
one of the top-rated shows there ad 
is having a tremendous impact ft 
the entire Shell marketing organize 
tion in Brazil. 

You may also have heard of tl 
success of Pet Milk with Cisco Kid i 
Puerto Rico and General Electri 
with Favorite Story in Mexico Cit 
Incidentally, local advertisers ha\ 
great success with U. S. shows. Or 
of the largest realtors in Buent 
Aires, Villafane Molina y Cia., P 
ceived over 1.500 inquiries on a 
apartment project in one month, 
was advertised only on the Cisco Ki 
program. They've sponsored the pnj 
gram for three years now. 

Just ivhy do V. S. adrertisers bu 
V. S. film shows orerseas? To sell tp 
cific products, or for public relatiot 
and employee relations purposes? 

The majority buy because fit 
shows are able to draw large aud 
ences at low cost, that favorable col 
per-1,000 again. The determimn 
factor is still how many people yl 
can get to listen to your messages an 
at what cost. We have found th 
about 95% of U. S. advertisers hi 
tv film overseas to sell specific pr'i 
ucts, and perhaps only 5% buy f" 
purely institutional reasons. But th 
motives are actually mixed to sou 
extent. Certainly most sponsors ma 
to sell their products, but they m * 
also consider a show for its corporal 
image as well. 

Why did Chase Manhattan Bam 
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IT'S OUR 
THIRD 
NATIONAL 

NEWS 
AWARD 

. . . presented to us by the Radio Television 
News Directors Association for outstanding 
reporting of a community problem. This is 
the second citation awarded WCCO by 
this great group . . . the first coming In 
1955 for being the Outstanding News 
Operation of the nation. Last year we 
were honored by being named News- 
film Station of the Year, an award pre- 
sented by the University of Missouri 
school of Journalism and the Encyclopedia 
Britannica. 

We accept these honors with pride. They 
signify that we have achieved and are 
maintaining our fundamental goal of 
excellence in our news coverage. They 1 
symbolize the recognition WCCO Televi- 
sion receives everyday from the vast num- 
ber of people who depend on this station 
for the finest in television news coverage. 
This is the difference between Good and 
Great in Minneapolis, St. Paul Television. 



Represented by 

f FFIN AND WOODWARD 



I 



1\1>» 
©«B 



too tale lo be included 
within the body of ihe 
advertisement to 



the left. 




of 
sofa 



"WCCO Television's 
annual $1200 four 
year scholarship, fo an 
outstanding student 
entering the school of 
journalism at the 
University of Minnest 
IS THE FIRST MAJOR 
EFFORT OF ITS SIZE 
BY AN INDIVIDUAL 
STATION TO PROVIDi 
HELP AND 
LEADERSHIP TO 
POTENTIAL 
JOURNALISTS."* 




THE DIFFERENCE 
BETWEEN GOOD AND 
GREAT in Minneapolis- 
St. Paul Television is 
WCCO TELEVISION. 



*Ffam an odditis by 
Richard Yokam, School t 
Jovf na tiim, Indiana Umv«rii*i 
to the RTNDA Convent**! 
October 6, 1 960 
in Montreal, Carte 



WOOL 

has 
SOUND 
INFLUENCE 
in 

Columbus, 
Ohio 

Advertising is a true invest- 
ment. It must be based on 
sound judgment. In Colum- 
bus, you get maximum re- 
turns on your investment 
when you advertise on the 
New WCOL! 

The New WCOL offers the 
largest listening audience 
at lowest cost*. Don't spec- 
ulate with your dollars. In- 
vest in New WCOL Blue 
Chip advertising for great- 
est returns. 

*(You invest in the largest 
share of audience for less 
than half the cost per 
thousand listeners of other 
media. Ratings and CPM 
figures on request.) 
24 hours a day broadcasting 
1230 AM 92.3 FM 



The New 



o 

I Columbus 15, 
■ Ohioy 



The Capital 
Station 



Represented by: 
(^yj robert e. eastman » CO., u 
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WVOK IN BIRMINGHAM 
AND WHAM IN MONTGOM- 
ERY BLANKET THE WHOLE 
STATE OF ALABAMA, AND 
PARTS OF GEORGIA, FLOR- 
IDA, MISSISSIPPI, AND TEN 
NESSEE 

WVOK 50,000 watts 
BIRMINGHAM 

WBAM 50,000 watts 
MONTGOMERY 

REPRESENTED NATIONALLY 8Y RADIO-TV 
REPRESENTATIVES, INC. 
SEE SRDS LISTING THIS PACE 



buy The Man and The Challenge in 
Puerto Rico? 

Actually they bought the show as 
a co-sponsor with Goodyear. At the 
moment of answering this question 
they were still not yet on the air, so 1 
can't give an accurate response. But 
most banks overseas use tv film to 
obtain accounts, increase deposits, 
and to remind everyone of the serv- 
ices the bank performs. 

Htm much does it cost to sponsor a 
series abroad? What's a typical budg' 
et, including the film, time, commer- 
cials, shipping, everything? 

Let's take a hypothetical case of a 
top-rated series in a large Latin 
American market. For 52 weeks the 
advertiser gets 39 programs for 
$13,000, including the repeats. A 
typical freight bill is $1,040 both 
ways, and for duty let's say $520. 
Class AA time might run $7,800 for 
52 weeks. Live commercials run in 
the vicinity of $6,000 for an entire 
year; film commercials might be a 
good deal less if the same commer- 
cials are used for several markets of 
the same language. We believe the 
advertiser should add at least 5% for 
merchandising, point-of-sale material, 
direct mail, and other such promo- 
tion. That would add on $1,050, but 
I feel this figure is actually too low. 
All this gives us a total of $29,410, 
but I would suggest to an advertising 
director that he budget about $35,000 
to cover miscellaneous expenses and 
contingencies which do arise. 

Does the success of foreign adver- 
tisers with U. S. tv shows often encour- 
age them to expand into the V. S. 
market themselves? 

There are a few foreign advertis- 
ers who use U. S. tv film overseas and 
are also fairly large advertisers in the 
U. S., but it's hard to say which came 
first. Bacardi, Philips Electronics, 
San Miguel beer, Heineken beer, Mal- 
ta Corono, and KLM have all used 
our tv film shows overseas and all 
are substantial advertisers in the U. S. 

Do advertisers often use the same 
show overseas as in the IK S.? 

Two advertisers have done this at 
1TP with Ziv-UA shows. Pet Milk 
uses Cisco Kid in some U. S. markets 
and also in Latin America, and Bris- 
tol-Myers bought Tombstone Territory 
on ABC TV some time ago and 
leased rights to it in six Latin Ameri- 
can markets. ^r' 



SPONSOR ASKS 

I Continued from page 49) 

and demonstrate that the actual vali 
of KELO-TV coverage went consil 
erably beyond what the metropolis 
area ranking would indicate. 

My associates and I felt that tl 
key to success in this market w 
area coverage coupled with aggre 
sive promotion. - 

Thus the first step in our big sal 
job was to expand our coverage are 
not only to a large expanse of geo) 
raphy, but tailored to the flow of di 
tribution, filling a real need for 
single advertising medium serving 
market area previously serviced on 
by a patchwork collection of radi 
stations and newspapers. 

Building KDLO-TV was the initi 
step in this planned expansion. 

Next came building KPLO-TV. Th 
filled out a natural coverage patter 
which closely parallels the flow 
distribution. 

Our 104 county coverage area eE 
compasses parts of five states 
forms a natural market area, fillin, 
an important gap between Minnt 
apolis and Omaha. To fill the new 
for an all-inclusive term to describ 
this vital market, we coined th 
name KELO-LAND. 

With the start of operations b 
KDLO-TV, and later KPLO-TV 
important policy was established 
This is the "one market — one buy 
concept, which means that all KELQ 
TV programing is automatically cat 
ried on the booster stations. Thus 
is possible to program a full schedul| 
worthy of a major metropolitan st| 
tion, since the combined coverag 
area of KELO-TV and boostel 
KDLO-TV and KPLO-TV lifts oij 
ranking well into the nation's Top 1 
markets. 

Sales at the regional level wer 
easiest, because it is immediately aj 
parent to local distributors that th 
73,496 square miles of KELO-LANl 
are generally a duplication of the! 
own marketing areas. It is this logia 
"flow of distribution" that gives ti 
an important advantage in fitting a< 
vertising campaigns to local and rri 
gional sales tactics and coordinati 
with distributors and dealers. 

Aggressive promotion continued a 
part of the big sell. A recent examp 
is our highly successful promotion 
which 100 local merchants coope 
(Please turn to page 64) 
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Quality 

CD 



US1C 



Stations 



The New Dimension In Radio 
In Major Markets 

tese are your Quality Music FM Stations 

, » . Delivering the largest single Quality market in America 

i. . . The Fine Music audience, most influential, most efficient 
and most responsive. 

is market now represents over one quarter of ALL U. S. 
nilies. The fastest growing advertising audience today 
. reached most effectively through Quality Music pro- 
ems. An audience which cannot be duplicated with any 
fc'ier broadcast medium. Loyal and receptive Quality Music 
f dience listening averages 3 hours per day, 4 days per week. 

I 'Spons/ve: Quality Music audiences are pace setters at 

I I age of acquisition and are able to buy. Quality Music 
I Vertisers have found this audience to be most responsive 
I ] well- directed appeals. 

t w Cost: Because the medium is young and growing fast 
ijality Music Stations offer the chance to establish time and 
liience franchises at extremely favorable low cost. Any 
I jdker-Rawalt office listed below can give details on these 
dons. We hope you will contact them soon. 



WIFI PHILADELPHIA, PA. 

To 450,000 FM homes in metropolitan 
Philadelphia, WIFI means fine music at 
92.5 on the dial. The ever increasing 
number of local and national advertisers 
using WIFI attests to its popularity in 
the nation's 4th largest market. 

WYZZ WILKES-BARRE, PA. 

The Pioneer FM fine music station serv- 
ing 200,000 FM homes in the Scranton- 
Wilkes-Barre, Hazelton area of 3 million 
people. Since 1947 WYZZ has built up 
a "captive quality music audience" un- 
duplicated by any other station in the 
area. 

WFMM BALTIMORE, MD. 

The fine arts music station for 130,000 
FM families in the 12th national market, 
Quality Music program format and 
quality control of commercial copy gives 
the advertiser a solid unduplicated re- 
sponsive audience. A station for nation- 
al advertisers to check carefully when 
setting up radio plans for Baltimore. 



National Representative — WALKER- RAWALT COMPANY, INC. 



York 

Madison Ave. 
York 17 
Jray Hill 3-5830 



Chicago 

360 N. Michigan Ave. 
Chicago, III. 
Andover 3-5771 



Boston 

100 Boylston St. 
Boston, Mass. 
Hubbard 2-4370 



Los Angeles 

672 S. Lafayette Park PI. 
Los Angeles, Calif. 
Dunkirk 2-3200 
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San Francisco 
260 Kearney St. 
San Francisco, Calif. 
Exbrook 7-4827 
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KYWiswayup 
in Cleveland! 

...with the most extensive Interna' 
tlonal, national and local news cov- 
erage In town. More people dial KYW 
for News than any other radio station 
In Cleveland.* KYW is your Ho. 1 radio 
bay in Ohio's No. 1 market. 



SPECIAL PULSE STUDY MARCH 1960 



Represented by AM Radio Sales Co. 
Westinghoase Broadcasting Co., Inc. 




SPONSOR ASKS 

[Continued from page 62) 

ated in a gigantic summer contest 
which sent 44 people on an all-ex- 
pense-paid luxury vacation in Las 
Vegas. 

Our popular children's personality, 
Captain Eleven, has made hundreds 
of personal appearances, with a rec- 
ord of at least one visit to every town 
of over 1,000 population in our en- 
tire area. 

KELO-LAND weatherballs on the 
skyline in Aberdeen, Watertown, 
Huron, Pierre, and Sioux Falls are 
a familiar symbol of our operation. 
These large neon balls predict the 
weather and sell us at the same time. 

All of the above are ingredients of 
one giant sales campaign. 

We now rank as the nation's 81st 
tv market. 

This has been my greatest sale. Its 
success can be measured by the en- 
thusiastic acceptance of our stations 
by advertisers at all levels. 

Robert B. McConnell, v.p. & 
general manager, WISH, Indianapolis 
There have been many great sales 
of many different sizes at WISH ra- 
dio and television in the 15 years 



Showing the 
advertiser 
that proper 
programing 
is the key 
to sales 



I've been associated with the stations. 
Some have contained elements that 
were very complex while others were 
simple, less complicated sales that re- 
quired call after call and an extraor- 
dinary amount of pavement pounding 
and hard-sell convincing. 

I am sure many salesmen agree 
\ that their greatest sale wasn't neces- 
sarily their largest. I think the great- 
est sale I ever made was my first sale. 
Upon separation from the Lnited 
States Navy in 1945. I joined the 
sales staff of WISH radio. Since my 
previous experience had been in pro- 
graming instead of sales, I wasn't 
given the prize account list of the 
station. 

One of the first accounts I called 
upon u as a local mortuary. They had 
never purchased any radio advertis- 




ing, and one of the family who hanj 
died advertising told me that radiq 
couldn't benefit their business. ] 
made a suggestion that they sponso 
a 15-minute program of old hit musuj 
because I reasoned that most funer 4 
arrangements were by older people 
I explained it was my impression th.1 
the burden of such arrangements usu 
ally fell to the eldest brother, son, etc 
My suggesti^" apparently made sen<v| 
to the mortician. 

We both agreed that the cop 
should refrain from any "hard sell 
and should be strictly identificatio 
and institutional. He said he'd try 
for 13 weeks, and I quickly prodi*> 
a contract from my pocket. Then 
looked like all was lost. He insiste 
on reading every word of the fii 
print on the back of the contract. A I 
ter the complete reading, he finall] 
signed. 

The contract was one of the mo4 
important. It started me on a saH 
career in broadcasting, and it ga\1 
me confidence when I was nearlj 
scared to death. I'm sure it was mi 
greatest sale because it started a sal ■* 
career that has continued for 15 yea i 
and is still going strong. ** 



STATION PLAN 

(Continued from page 35) 

unsold announcement time.'' 

The road to a solution was sua 
gested by the media director of ad 
other Chicago shop. In a letter ti 
SPONSOR, he wrote: 

"Currently, the stations as an on 
ganized group are active in the abov(| 
areas; via the NAB Code certaii 
ground rules are set forth. Networl 
policies differ, and agencies ail 
charged with obtaining the best po 
sible treatment for their clients frotl 
both network and station. 

"It is essential to eliminate tin 
growing area of confusion, with par 
ticular reference to governmental r< 
lationships. I would say that the NA 
should take it upon itself to arrang' 
with the AAAA, the ANA and thi 
networks to set up a special composite 
committee charged with drawing u 
regulations satisfactory, inasmuch 
possible, to all. The regulation! 
should then be adhered to by station] 
network, agency and advertiser, alike] 

"Admittedly, this is an ambitious 
project. Nevertheless, it need be so ifl 
order t^ provide an equitable set <>| 
ground rules." ^ 
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N INLAND CALIFORNIA (and western nevaoa) 



"BEELINE® radio 





■ resno is the nation's Number One 
igricultural county and the heart of 
I anerica's raisin industry. 
I More Fresno listeners will hear 
Kbout your product on Fresno's Bee- 
;ne station, KMJ. Compared to the 
cond best stations in this market, 
~MJ delivers: 

35% more of the morning audience 
14% more of the afternoon market 
31%more of the evening audience 

(April I960 Pulse)* 



Sun-drying raisins near Fresno. Agribusiness here 
employs as many as 65,000 people during a month. 



No question but that Beeline Radio 
is your key to the desirable Fresno 
market. And that's true for all five 
Beeline markets in the Billion-Dollar 
Valley of the Bees. As a group, the 
Beeline stations reach more radio 
homes in these markets than any com- 
peting combination — at the lowest 
cost per thousand.* Ask about the 
three discount plans that make Bee- 
line Radio a timebuyer's dream. 

•Nielsen and SR&D 




KOH 
KFBK 

O SACRAMENTO 

,,J \ 

KBEE ° MODESTO 
KMJ O F«SNO^ 

KERN * BAXEKSflElD 




lUteCJLodbdUq ^ftoadcasUAU^ CoKtfeaAff 



SACRAMENTO, CALIFORNIA 



PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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ADVERTISERS 



NEWS & IDEA 

WRAP-UP 



ARRIVING FOR BIRTHDAY, Christopher 
Columbus and Miss WCOL {both from Co- 
lumbus, 0.) headed N.Y.C.'s 5th Ave. parade, 
met N.Y.'s Mayor Wagner, Gov. Rockefeller 

1 1. 1 1 




PRESS PARTY staged by ABC for its new 
radio series 'Flair.' finds comedienne Jean 
Carroll, featured on the show, chatting 
with ABC vice president Robert Pauley 



The Tea Council (Burnett) mad 
official its decision to put all it 
money (S1.4 million) into priD| 
for a while. 

Said chairman of the council Rol 
ert B. Smallwood: "The use of th 
mass circulation magazines' regiom 
editions enables the council to cov 
in depth the same markets whic 
were covered by last year's tv spc 
campaign." 

Campaigns: Contadina Food. 

(Cunningham & Walsh, San Fran 
cisco), going heavy on spot radio 1 
push its tomato paste. First of rwq 
five-week flights began last week i 
28 major markets. Minute. 30- an 
20-second spot saturations of tb 
Contadina jingles are being usa 
during strong housewife listeni.il 
times . . . B. T. Babbitt CGeyef 
Morey. Madden & Ballard ) . goini 
spot radio (minutes) in New York 
New Jersey areas. Philadelphia. B* 



SPORT SHIRTS IN LATE OCTOBER are the uniform of the day in and around Miami Beach, Florida, for location crews currently shooti 
half-hour episodes of Miami Undercover for first-run syndication. The series, produced and distributed by Ziv-UA, stars Lee Bowman, and Roc 
Graziano. Howard W. Koch, director, also directed several episodes of 'The Untouchables' among other television programs. After first week 
run there were sales in 18 markets including Buffalo, Miami, Columbus, Norfolk, Phoenix, El Paso, Salt Lake City, Bakersfield, and Bismart 




n, L. A. and Albany, for Oakite . . . 
ick Frost Sugar (National Sugar 

fining Co.) trying out spot tv in 
I key cities. Ten-second spots in 
ivtime and late evening slots . . . 
vlvania Lighting Products, Div. 

Sylvania Electric Products, Inc., 
>ing heavy on net radio to push its 
ishbulbs. Ninety-seven Sylvania 
•mmercials will be heard during 
ese net shows: IV BC Netvs on the 
our, Monitor, CBS News, Amos and 
idv Music Hall, Gunsmoke, Have 
tn Will Travel, Johnny Dollar, 
ispense, The Mitch Miller Show, 
on McNeiVs Breakfast Club, ABC 
iivs. 

»rsonnel moves: Charles 
helan to new post as merchandis- 
g manager, of Schick Safety Razor 
j., Div. of Eversharp, Inc. He's 
iirmer merchandising manager of 
nerican Weekly . . . Miles Kehoe 
med marketing head, food and 
ocery products, Hunt-\^ esson . . . 




•W NAB LEADER, Fla. Gov. LeRoy Col- 
; (c) meets with policy committee mem- 
s (l-r) Merrill Lindsay, exec v.p. WSOY 
scatur); Clair McCollough, pres.-gen. mgr. 
inman Stas. (Lancaster, Pa. J; G. R. Shaf- 
( exec v.p. WIS, WIS-TV (Columbia, S.C.) 



EWERS of TvB's new Videotape recorder 
(l-r) Blair-TVs Ralph Allrud, Bob Memm, 
nk Martin; Shaun Murphy, national sales 
r. KTVI (St. Louis); Edw. Benedict (N. Y. 
is mgr. Triangle Stas.; Otto Ohland, 
fc Denninger, Blair-TV; Norman Cash, pres. 
'; Edward Shurick, exec v.p. Blair-TV 



Midway, household products. Div. of 
American Home Products, to Corn 
Products Sales as v.p. and marketing 
director in charge of new products 
. . . Steven J. Wadyka from media 
director, Young & Rubicam, to Pharm- 
co, Inc., Kenilworth, N. J., as assist- 
ant to v.p. in charge of advertising 
. . . George Abrams to J. B. Wil- 
liams Co. (formerly Pharmaceuticals, 
Inc.), on product development and 
company expansion. 

Advertising awards: Southern 
California Gas Company, and 
Southern Counties Gas Com- 
pany, recipients of Southern Cali- 
fornia Broadcasters Association rec- 
ognition award, "for 20 years with 
the same program on the same sta- 
tion." The program: Evening Con- 
cert on radio station KFAC, L.A. 



AGENCIES 



AAAA's board chairman, Harry 
Harding, is taking a dim view of 



recent publications downgrading 
the advertising profession. 

His suggestion: "someone should 
write a book called, The Proud Per- 
suaders" 

Admen on the move: David Math- 
ews to head broadcast activities, 
Fuller & Smith & Ross, L.A. office . . . 
Joliu E. Stoller from account execu- 
tive, Rumrill Company, Rochester, to 
broadcast media manager, that com- 
pany . . . Robert C. Howard from 
General Mills, Minneapolis, to re- 
search supervisor, Foote, Cone & Beld- 
ing, Chicago . . . Donald W. Osten 
from media supervisor, Gardner Ad- 
vertising, St. Louis, to account execu- 
tive, Duncan Hines special baking 
mixes, P & G, St. Louis . . . Walter 
H. Johnson Jr. from senior v.p. 
for marketing, Capital Airlines, to 
McCann-Erickson as v.p. . . . Law- 
rence Bntner from chief buyer, Al- 
bert Frank-Guenther Law. N.Y.C., to 
manager, Radio and TV Department, 
that company . . . Gene Taylor from 



STUNT MAN Ted Brown, WMGM (N.Y.) d.j., bids his wife adieu as he climbs aboard 50-foot 
platform at site of new Americana Hotel. Brown will broadcast aloft from station wagon for an 
undetermined period. Station is offering prizes to viewers who guess correct length of time 




InTVtoo... 

FILM does the Impossible" ! 







THE REAL McCOY! Not a background 
projection! This scene, from a 60-second 
TV film commercial, was shot, as a unit, 
skyline and all, from the roof of a Brooklyn 
hotel. It comes to viewers real as life, and 
-•-real importantly— at lowest possib/e cost. 

And so it goes — whenever you want the 
exceptional — turn to film. For film, and film 
alone, gives you the optical s, the other 
effects, you must have for high-polish com- 
mercials . . . provides animation . . . assures 
coverage and penetration the world over. 



fier further information, get in touch with Motion Picture Film Departme 
EASTMAN KODAK COMPANY, Rochester 4, N.Y. 



East Coosf Division 
42 Madison Avenue • 
.New York, N.Y. 



Midwest Division 
130 East Randolph Drive 
Chicago 1, III.* 



West Coast Division 
6706 Santa Monica 61 
Hollywood 38, Calif. 



or W. J. German, Inc. Agents for the sale and distribution of 
Eastman Professional Motion Picture Films, 
Fort Lee, N.J., Chicago, III;, Hollywood, Calif. 

{ PRODUCER: Gray-O'Reilly Studios 

\ ADVERTISING AGENCY: Young and Rubicam, Inc. 
ADVERTISER: General Cigar Company, Inc. 
PRODUCT: Robt. Bums Continental 



Reproduced from retouched 20X enlargement of original 35mm film. 




McCann-Marschalk to v.p. and crea- 
tive director, Fuller & Smith & Ross 
. . . Jim Pratt from White & Shu- 
ford, El "Paso, to Radio-TV director, 
Taylor-Norsworthy, Dallas. 

More admen on the move: Ray- 
mond Brophy from Colgate-Palm- 
olive to Ogilvy, Benson & Mather as 
market research supervisor . . . Jack 
Hill from N. W. Aver to Ogilvy. 
Benson & Mather as media research 
supervisor ... Clare IS. Atwood 
from Bisbing Business Research. Mil- 
waukee, to Gardner Advertising as 
account executive on the Elanco di- 
vision, Eli Lilly . . . Richard N. 
Risteen from Sullivan, Stauger, Col- 
well & Bayles to Needham, Louis, and 
Brorby, as v.p. and director of mar- 
keting . . . Lou E. Sargent from 
Fleetwood Company to R. Jack Scott. 
Chicago, as marketing and merchan- 
dising director . . . Edward P. Gal- 
lagher from Norman, Craig & Kum- 
mel to Kenyon & Eckhardt, as account 
executive, Beecham Products, Mac- 
leans toothpaste . . . George A. 
Welch to manager. Pittsburgh office. 
Fuller & Smith & Ross . . . Frank 

G. Hunsicker from George Fry & 
Associates to Ted Bates as v.p. and 
director of personnel. 

And more admen on the move: 
Ken Shaw from JWT to OB&M as 
senior producer, broadcast depart- 
ment . . . Peter Johnson from Mc- 
Cann-Erickson to Kenyon & Eckhardt 
as tv commercial writer . . . Perry 
j Schofield from Bozell & Jacobs to 
Friend-Reiss as v.p. in charge of crea- 
tive services . . . Dick Content from 
Y&R to Kenyon & Eckhardt as tv 
producer . . . Radford Stone from 
NBC to OB&M as broadcast super- 
visor. 

They were named v.p.'s: James 
S. Bacharach, Trendex . . . Milton 

H. Raymond, Grant , . . Bruce M. 
Dodge, North Advertising . . . Rob- 
ert H. Ellis and James J. Jordan 
Jr., BBD&O . . . Vern Eastman, 
D'Arcy, Western operations. 

Aylin agency appoints five: Char- 
les Lewis, executive v.p. . . . James 
Dahmer, Beaumont, Tex. office man- 
ager, from sales promotion manager, 
KFDM-TV. Beaumont . . . James F. 
Anderson, v.p. in charge of Central 
and West Texas operations . . . 
James W. Moorefield, art director 



. . . E. T. Nicolaou, production 
manager. 

Agency appointments: Continental 
Oil (8*3-4 million! to Clinton B. 
Frank, from B & B . . . Waring Prod- 
ucts (entire line) to Graceman Adver- 
tising, Hartford . . . Regina Corpora- 
tion to Hicks & Greist . . . Purepac 
Corporation to Weston . . . Reynold 
C. Johnson Co. (Volkswagen, North- 
ern California, to Doyle Dane Bern- 
bach . . . Hollywood Lanes, Walpole, 
Braintree and Weymouth. Mass., to 
Ray Barron Inc., Boston . . . Rootes 
Motors ( Hillman, Sunbeam, and 
Humber) to Mogul, Williams & 
Savior. 

Branch office: William V. Glastris 
Advertising, Kansas City. 

Agencies play host : J. Walter 
Thompson, N.Y.C. to some 14 Jap- 
anese business men studying Ameri- 
can advertising trends . . . NTA, to 
40 Kudner admen at a videotape 
seminar in NTA's Broadway studios. 



TV STATIONS 



Beginning next week, SRA affili- 
ated firms will be able to cut 
down on the heavy load of paper 
work involved with the contract- 
ing of radio and tv spot buys. 

The new, and much simplified con- 
tract and modification forms, drawn 
up bv SRA, with the help of AAA A, 
has been approved by the AAAA com- 
mittee on broadcast media. 

The advantages of the new forms : 

1) The blue and yellow forms 
eliminates the need for a rep firm to 
issue seperate order confirmations. 

2) Agencies will no longer need 
to issue contract forms. 

Corinthian this week will demon- 
strate to the trade and consumer 
press how its stations, at a unit, 
covered their own delegates at 
the presidential conventions. 

The showing from tape clips and 
charts illustrating how the stations 
operated will be at the Overseas Club, 
New York. 

Children's tv programing has 
taken a turn for the better, ac- 
cording to the Ideal Toy Corpora- 

( Please turn to page 76) 
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WHY IS VIDEO TAPE 
MADE ONLY BY 3M? 

When the first video recorders were introduced in 1956, 
there was a big "if." Video recording would revolutionize 
the television industry IF someone could make a magnetic 
tape that would meet its fantastic demands for quality 
and durability. 

This meant a tape with an essentially perfect oxide 
coating that would hold up under tremendous operating 
pressures, heat and tension under repeated use. This, then, 
would result in cutting production costs for TV commercials 
in half, provide perfect rehearsal conditions, eliminate 
fluffs and insure a "live-looking" finished product. In short, 
it meant doing the nearly-impossible. 

3M did it . . . and when the daylight saving time deadline 
of April 27, 1957, brought demands for video tape in 
quantity, 3M did it again. 

What made the difference? Experience and research. 
3M had 50 years of experience in precision coating proc- 
esses. 3M pioneered in magnetic tape manufacture. 

After three years, 3M remains the only commercial 
manufacturer of video tape. While others try to make a 
workable video tape, 3M can concentrate on further 
advances in "Scotch" brand, the tape that is already 
time-tested. 

|^[lNMISOT» ^/[iNINC AND N U f AC TU * I N C COMPANT Jg 

...WHEKf RESEARCH IS THE KET TO TOMORROW 

"Scotch" and the Plaid Design are Registered Trademarks of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., New York. Canada: London, Ontario. © 1950 3M ^ 
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What's happening in U. 5. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



Theatre owners were licked all along the line in their opposition tactics in the 
Hartford trial case and the FCC will devote all this week to pay tv. 

The defeat concerned having the RKO-Zenith trial run bid broadened in these respects: 
(1) let a trial examiner first hear the matter; (2) the FCC confine itself in assessing whether 
the Hartford application meets the trial standards already set up. 



The radio industry in the aggregate earned more money in 1959 than in 1958, 
according to FCC figures, but it was a very, very spotty picture. 

The networks and their 19 radio stations dropped from a $64.5 million gross in 1958 
to $60.4 million in 1959, though cutting of expenses even more managed to hold losses 
down to $4.5 million in 1959, compared to $4.9 million in 1958. The 3,509 other am and 
fm stations raised their combined revenues by 9.3 percent to $499.6 million and profits 
rose by 11.9 percent to $46.9 million for these independents. 

Within this framework, there were vast differences between stations and between mar- 
kets. Earning $500,000 or over in profits in 1959 were 26 stations (20 in 1958) but 13 sta- 
tions lost oyer $150,000 (8 in 1958) . Of 3,064 am stations in 1958, 1,013 lost a median 
$7,500 each, or 34.6 percent losers. Of 3,248 am's in 1959, 1,074 lost a median $7,200 each, 
or 34.7 percent losers. 

The median of the 2,174 stations which made money in 1959 was also down, to $10,300 
from the median of $10,600 for 2,053 stations in 1958. 

Fm continued to limp along with the radio networks. Gross of 148 stations not connected 
with am operations in 1959 did rise to $4.3 million from the $2.5 million grossed by 
93 stations in 1958, but losses also rose, from $700,000 to $1.6 million. 

As to market differences, 30 stations in New York City area netted only $7,868,467 
on a gross of $33,816,354, while 23 stations in the Chicago market netted almost as 
much, $7,696,981 on a gross of $22,122,627. On the other hand, Philadelphia's 20 
could gross only $10,816,217 and net only $816,420. In Los Angeles, 29 stations grossed 
a total of $18,183,121, with the net at $3,074,737. More of a contrast still, the 18 San Fran- 
cisco stations could manage a net of only $32,759 between them. 

For the radio industry as a whole, revenues were up in 1959 to $560.0 million, 7.1 
percent more than in 1958, expenses were $517.6 million, up 6.5 percent, and profits 
were up 13.7 percent to $42.4 million. Combined with figures given by the FCC at the 
end of August for tv, total broadcast revenues hit $1.7 billion in 1959, up 11 percent, 
expenses were up 8,6 percent to $1.5 billion and profits were up 26.5 percent to $264.7 
million. 





Come high water, or the other, the Federal Trade Commission will not slow 
down on its policing of advertising and business practices between now and the 
time Congress comes back into session. 

Although chairman Earl Kintner is practically in a lame-duck position due to the failure 
of Congress to confirm him and the likelihood that an incoming president will want his own 
man, he still breathes fire. And the other commissioners back him. 

Kintner has now embarked on a series of speeches to businessmen around the nation, 
warning both them and the media against consequences unless they cooperate to clean 
up malpractices on a voluntary basis. 
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• Tape • Commercials 
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FILM-SCOPE 



Product protection problem is becoming very uncomfortable for some synd 
cation advertisers. 

Take 7 p.m. Fridays on CBS affiliates, where a syndication half hour is followed by oq| 
tobacco, Phillip Morris in Rawhide at 7:30 p.m., and preceded by another, Parliament, 
the network news at 6:45 p.m. 

Brown & Williamson (Ted Bates) wanted to get out of one show in these Friday slol 
where its billboards before and aft were both only a station break away from other tobacc 
brands. 

But the lack of time in mid-October precluded any transfers by B&W out 
these time periods and hence B&W will accept the lack of product protection there as the les 
ser of two evils. 



United Artists is the latest Hollywood studio to enter negotiations with the net 
works for special telecast of post-1948 features. 

UA's three offerings were understood to be Man With The Golden Arm, The Pride an 
the Passion, and Not As a Stranger. 

Previously other studios such as 20th and Columbia tried to make network special 
of their post-1948 features but nothing came of it. 

Stations with small feature film inventories are some of the best customers fo 
theatrical products just now. 

In the case of WISH-TV, Indianapolis, the station paid a reported price of $200,000 
180 of NTA's 20th Century -Fox features, including 61 post-1948's. (For more sales, se 
FILM WRAP-UP, p. 82.) 

Trade estimates are that stations are paying one-quarter to one-third more per pic 
ture for the post-1948's than for the older pictures from the same studio. 

Incidentally, there's been much alarm in broadcasting circles lately about the content 
post-1948 features and especially the question of their suitability under the NAB code. 

Stations now have around 1,000 post-1948's available including 410 UA's from UA/j 
122 Warner Bros, from Seven Arts, 120 foreign films from Flamingo, 62 Loperts from UA, 
and 60 others from PTI. (Columbia, Paramount, and MGM post-1948's haven't been put 
the market yet.) 

Station men are asking three questions: 1) Are all the pictures usable? 2) Can they b 
telecast intact? 3) Must they be limited to late night showings? 

Station men generally say that they must be vigilant with the scissors on a few recent p 
tures, perhaps two or three per cent of them. 

Distributors have often cleared the way for stations by dropping out those pictures whicl 
aren't suitable, or by warning stations of those titles which are best suited for lat« 
night adult audiences only. 

Westinghouse Broadcasting's American Civil War series was picked up by 2i 
ABC affiliates, bringing total sales of the documentary show to 102 stations. 

The ABC stations picked up the 13-episode series to alternate with its own networks 
Expedition show, which is omitted every third week. 

Distributor of American Civil War is Trans-Lux TV. 



72 



SPONSOR • 24 OCTOBER 196d 



FILM-SCOPE continued 



Outstanding feature films are providing natural local specials for major ad- 
vertisers in important markets. 

In Philadelphia, for instance, WCAU-TV has three sponsors of series of feature film spe- 
cials. They are: 

• Du Pont bought To Paris With Love and Cloak & Dagger as specials. 

• General Toy will have three feature film specials between Thanksgiving and Christmas: 
Tom Sawyer, Huckleberry Finn, and Alice in Wonderland. 

• Schaefer beer (part of a multi-city campaign) is continuing its pre-holiday Award 
Theatre specials. 



Triangle Stations were handed their second straight unfavorable legal decision 
this week in feature film cases. 

The N. Y. Supreme Court denied Triangle's application for an injunction to prohibit 
Seven Arts Associated from renting post-1948 Warner Bros, features in its five markets. 

A few weeks ago Triangle received another disappointment in the decision on its suit 
with C&C over feature film billings. 



Ziv-UA reports 18 first week sales of Miami Undercover, now in production. 

Markets include Buffalo, Miami, Columbus, Norfolk, Phoenix, El Paso, Salt Lake City, 
Bismarck, and Bakersfield. 



NTA's two-hour tape drama series, Play of the Week, is coming up for second 
year renewals in many markets. 

Sara Lee foods (Daniel J. Edelman) renewed in Chicago, but Jersey Standard (OB&M) 
left the show in New York and Washington. 



ITC of Canada has scored its fifth sale this year to the CBC. 

The latest, Halls of Ivy, joins General Foods' Fury, Texaco Canada and Tuckett Tobac- 
co's Danger Man, and P&G's two entries on the French Network, Fury and Interpol Calling 
(Furie and Ici Interpol). 

There's still widespread unfamiliarity among some agencies, tape producers 
have discovered, when it comes to the methods and capabilities of video tape. 

Several tape producers have actively campaigned to educate agencies, providing massive 
seminars for their personnel to introduce them to tape. 

This week NTA-Telestudios, for example, was host to 40 Kudner personnel for a 
tape seminar. 

Previously Telestudios took its tape demonstrations to N. W. Ayer in New York and was 
host to J. Walter Thompson in another wide-scale tape seminar. 



Paper Mate (FC&B) will use entertainment to make its tales point in pre- 
Christmas commercials this year. 

Joe E. Brown will appear in a series of spots illustrating a "goof-proof" theme. 
The commercials will go into NBC TV day and night participations and also into 
NCAA football and Dick Clark on ABC TV. 
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A round-up of trade talk, 
trends and tips for admer 



SPONSOR HEARS 



One of the automotive agencies is going through a lot of frustration with it* 
Detroit contracts. 

The problem: inability to get copy approval. 

Interpretation of the rumor mill: the factory's bending an ear to solicitations. 



What looks like the first nighttime casualty on CBS TV: Witness. 

The network's scouting around for a replacement at the end of Witness' initial 13-w 
stretch. 



Keeping the star buttered up with other than salary is getting to be a ne 
twist in sponsor relations. 

Witness the report that Kraft, whose deal with Perry Como runs out at the end of tin! 
present season, is putting the vocalist in the twin role of supplier of containers for thf 
factory. 

Neither party would comment but there was a little hassle over the commer 
cials Philip Morris proposed using for Marlboro (Burnett) on CBS TV's special 
The Year of the Polaris, the week before. 

The network didn't fancy having the blurb delivered across a desk with a miniature mi^ 
sle on it. It didn't think it appropriate. CBS had its way. 



A Philadelphia agency has been looking for two months without success for a 
media analyst with two years' experience. 

The reason hasn't been the starting salary: the prospects don't want to leave New York 
where they think the pastures for their end of the trade are greener. 



Esty, which bills $75-80 million from but 10 accounts, is suddenly on the prow 
for business in the non-volatile goods field, and may pitch for an automotive. 

Philosophy of the agency up to now had been: we want to stick to products that go uj- 
in smoke or go down the gullet or drain or evaporate in the skin. 



Curious example of the new marketing age: there's a supermarket in L. 
that's selling Falcons by the pound. 

The pitch: take it by the pound and it's cheaper than coffee. 



Reps have a hard time recalling when the competition for a set of prospects ha* 
been as intense as they are in the case of the WBT-WBTV and WTOP-WTOP-TV 
stations. 

There are at least six rep firms contending for these plums. 

The breakaway date from CBS Spot Sales is June 1961. CBS Spot Sales' profit take frouj 
its operation now comes to about $4.5 million a year. The non-o&o's account for about $1.5 
million of this. 
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IN BOBS LED DING 
A four man team headed by Captain Fiske 

is the 

PACESETTER 

It covered 5 miles in 3 minutes, 20.5 seconds 




IS CINCINNATI'S 

PACESETTER 

RADIO STATION 

Northwest Orient Airlines used only 
WSAI in Cincinnati to promote a Hawaiian 
tour. Says Donald Kimel, Area Sales 
Representative for Northwest: "This is 
the most successful radio tour ever gener- 
ated from the area. I think it is sig- 
nificant that your station was able to 
generate over $20,000 worth of busi- 
ness for us with just two one-minute 
spots a day for two months in the Jack 
Reynolds show. No other advertising 
media were used on this tour. 11 In Pro- 
motion ... in Productivity . . . WSAI is 
The PACESETTER Station in Cincinnati. 



Represented Nationally by gill- pern a New York. Chicago, Los Angeles, San Francisco, Boston, Detroit Atlanta 
THE CONSOLIDATED SUN RAY STATIONS WSAI - Cincinnati; WPEN - Philadelphia; WALT - Tampa 
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IN PITTSBURGH 

Take TAE 
and See . . . 

how top production 
facilities make hot 
adjacencies even hotter 

• Pittsburgh's largest studio space: two huge 
drive-in studios. . . spacious outdoor facilities 
... two in-studio bowling lanes'. 

• Two dual control rooms, each with custom- 
designed and built RCA audio boards, tran- 
sistorized switchers, and the latest RCA 
special effects amplifiers. 

• Four Vidicon film chains; tour 16mm pro- 
jectors and two 35mm slide projectors. 

• Ampex VideoTape facilities. 

• Complete production facilities for I6mm 
sound or silent film . . . 35mm slide produc- 
tion equipment . . . fully equipped art de- 
partment, scenic and prop shops. 

• TeleScript production aids . . . TelePro rear 
projection units. 

• Full 100,000 watt signal power: two trans- 
mitters, two antennas with independent trans- 
mission lines, and three power supply sources 
at the huge transmitter installation. 

BASIC ABC IN PITTSBURGH 

wTae 

" "WW* 

4 



tlC JUWSION^^IH MTStUKGH 

CHANNEL 



WRAP-UP 

{Continued from page 69) 

tion's advertising director, Mel- 
vin Helitzer. 

Helitzer stoutly disagreed with the 
growing criticism of the medium's 
"unwholesome" kid shows, in a talk 
before the Pittsburgh Radio & TV 
Society, last week. 

Coffee and tea makers are hiking 
their tv expenditures to new- 
heights. 

According to TvB. coffee companies 
took the spending lead with net and 
spot tv gross time billings of $21,807.- 
054 for the first six months of the 
vear. The tea advertisers racked up 
a gross bill of $5,413,851. The trend 
will continue upward, says TvB. 

Note: The Tea Council has just 
decided to put its next campaign in 
print. 

Insurance companies are going 
in for heavy tv programing with 
"wide audience appeal." accord- 
ing to TvB. 

The programs: Twentieth Century 
(Prudential), Celebrity Golf (Kemp- 
er), The Right Man (Travelers), To- 
day, (Insurance Company of North 
America), Thriller (Allstate), Ameri- 
can Heritage (Equitable). Gross time 
billings for 1960, will top $16 million, 
is TvB's estimate. 

Ideas at work: 

Tv witchcraft: WFLA-TV, Tampa- 
St. Petersburg, viewers, junior edi- 
tion, will celebrate Halloween by ap- 
ing their favorite tv personalities. The 
station started a run on Huckleberry 
Hound and Lone Ranger costumes in 
local shops by inviting the youngsters 
to come garbed as the tv favorites. 

Dog-gone it! : KISUZ. Houston, area 
pooches are straining at the leash 
dragging reluctant masters — so the 
release reads — to the station to com- 
oete in the latest promotion stunt — 
Most Pooped Pooch. The attraction: 
Houston's dog-tiredest dog wins for 
himself a real Texas-style weekend. 
The weekend: air-conditioned repose 
in a kennel; six months' supply dog 
food; an individual monogrammed 
food bowl; and a new collar. Extra 
attraction; his own private fire plug. 

People on the move: Guv Tiller 

from sales staff( KWWL-TV. Water- 



loo, Iowa, to sales staff. WLOS- 
Greenville, S. C. . . . John Biij 
from sales staff to national sales 
ordinator, and Claude Taylor fri 
account executive to assistant sa 
manager, WJZ-TV, Baltimore . | 
Alan B. Johnstone to sales dep£ 
ment, KEWB, San Francisco . ,1 
Irving Stevens from KEX, radl 
Portland, to sales development at! 
promotion director, KFMB-TV, A| 
and FM, San Diego. 

Thisa *n* data: Broadcast Advertiljl 
ing Club members heard A. C. N J 
sen Co. chairman, Arthur C. Niel^ 
explain the importance of market! 
research, at a luncheon in ChicaL 
last week . . . TvB has put outT 
brochure, Image Through Items, 1 
suits of a Pulse conducted study rnacB ' 
in the Minneapolis-St. Paul market; | 

Kudos: WNCT, Greenville, N. 1 
presented award by North Caroln 
Agricultural Stabilization and CoJ 
servation State committee for "oil 
standing public service to farmej 
and the general public in Easte 
North Carolina. 



RADIO STATIONS 



FCC's broadcast financial dal 
for 1959 shows that the radio I 
dustry as a whole had total re 
enues of $580 million, 7.1% om 
1958. 

The time sales breakdown by dii 
sions : 

Network $ 32,659,0* 

National spot 188,143,01 

Local 359,138,H 

Total — S579,940,0i( 

(See SPONSOR-SCOPE, page i 
and Washington week, page 71, fi 
more figures out of FCC '59 ra 
report.) 



Ideas at work: 

Down to earth: WMGM, N.Y.j 

whose air personality, Ted Brovf) 
spent six days, three hours, and j 
minutes ensconced in a station wagj 
on a platform some 50 feet in the ai 
has come down off his lofty percl 
Over 150,000 entries were received I 
the station from listeners, and visits 
to the site, venturing a guess as to tl 
exact time Brown w T ould descend frc^ 
his novel living, broadcasting qui 
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IN PITTSBURGH THIS SEASON... 

Take TAE 
and See 

TAE-time is ABC-time! 
Get your extra-hot 
adjacencies now. 




fr REPRESENTED BY THE KATZ AGENCY 





GET THAT EXTRA 




PUSH 



You know that it's the extra push that makes the difference 
between an average campaign and a "Red-Letter Success." 
You get that EXTRA PUSH when you buy WOC-TV 
WOC-TV effectively specializes in co-ordinating and mer- 
chandising your buy at every level — the broker, whole- 
saler, direct salesman, key buyer as well as the retail outlet. 

This "togetherness" sells products in the nation's 47th TV 
market. More than 2 billion dollars in retail sales ring on 
the retailer's cash register Over 438,000 TV homes are 
within the 42 counties of WOC-TV's coverage area. 



PRESIDENT 

Col 8 J Palmtr 
VICE PRE* * TREASURER 
D D. Palmrr 
EXEC V1CE PRES1DENT 

Ralph Ewtn 

SECRETARY ' 

Wm. D Vainer 
RESIDENT MANAGER 

Ernest C Sanders 

sales manager 



Pai Shaflr 




THE QUINT CITIES 



davenport 
bettendor 



ROCK ISLAND 
MOL1NE 
EAST MOLINE 



PETERS. GRIFFIN. WOODWARD. INC 
EXCLUSIVE NATIONAl REPRESENTATIVES 



To the National Advertiser, 
WOC-TV offers the greatest 
amount of local programming — 
over 33 hours each week — and 
the finest talent in the area put 
these programs across. 

Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabilities 
See him today. 



ters. The closest guess will win 
station wagon as the prize. 

Free samples: WIL, St. Lo 
WRIT, Milwaukee, and KBOX, t 
las are trying out a new car mai 
ing project. The idea: specially- 
duced announcements, on a saturat 
basis, are being aired by the stati 
urging listeners to see the new 
lines in their respective dealer sh 
rooms. Letters with not-negotid 
checks in the sum of S18,000, are ! 
sent to the dealers advising that 
a comparable sum in free air time 
been handed out in their behalf, 
low up contacts by station acco 
executives, and direct mailing pi 
spotlighting the stations facilities c 
plete the station selling job. 

How radio reaches 'em: KIS 
Portland, tested its station reach xt 
an unique contest Radio Rea* 
Everywhere. Listeners were invite 
write and tell the strangest pi 
where they have listened to the 
tion. From the deluge of letters it 
learned that a traffic officer carri 
transistor in his cap; a mother 
three listens on a trampoline, 
some members of Lncle Sam's N 
hear the Portland station deep be 
the Pacific in a submarine. 

Cool radio listening: KB1G, C 

lina, came up with a cool idea in 
vertising for its sponsor. Alpine, n 
er of evaporative air coolers by sell 
uling spots only on days when 
temperature soared above the 
mark. Alpine sales increased 2 
with this method. 

What next?: KB ON, Omaha 
cashing in on the instant product 
by giving its listeners an Inst 
Weather News. The combination co 
munity service, news and station p 
motion gimmick goes like this: \l 
the use of phone company answer 
facilities and equipment, the stat 
records complete current weather c 
ditions and a 24-hour forecast, p 
the top news story of the hour, ev 
hour, 24 times a day. Listeners 
themselves of this modern day capsq 
report by dialing the phone number^ 

Radio puts on the dog: KDW0 
Minneapolis-St. Paul, paid tribute! 
the canine set by staging a personalil 
contest for members of man's 
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Educ 




seivic 



HARLOTTE 



PHYSICAL SCIENCE 

—daily' high school 
credit course in 
cooperation with the 
University of N. C. 

FARM & HOME 

—daily Informat ion a nd 
instruction in cooper- 
ation with N.C. Dept. 
of Agriculture 

CONTINENTAL 
CLASSROOM 

—college credit 
course, network 

TODAY ON THE FARM 

—network, weekly 



y'll tell you about it in Carolina classrooms, 
|arm homes of the fertile Piedmont, WSOC-TV's worthy 
practical public service features are another 
it of the program structure that changed viewing 
jits in America's 25th largest tv market, 
/ers get more, advertisers get more on Charlotte's 
;)C-TV-a great area station of the nation. 



WS@C-TV 



CHARLOTTE 9 — NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV, Dayton 

iNSOR • 24 OCTOBER 1960 



79 



friend clan. In honor of National 
Dog W eek. the station received (and 
examined) hundreds of photos from 
all clashes of dogdom in an effort to 
locate the pet with the most appealing 
personality. Contest over and doggy 
prizes distributed, one question re- 
mains: \\ ill the cats demand equal 
time? 

People on the move: Sidney Gold- 
stein, secretary-treasurer. Consoli- 
dated Sun Rav Radio Stations 
(WPEN, Philadelphia: WALT. Tarn- 
pa: WSAI, Cincinnati), named secre- 
tary of the parent organization . . . 
George Gray from eastern division 
manager, Paramount Television Pro- 
ductions to v.p. and general manager, 
WORL, Boston . . . Mrs. Shirley M. 
Ott from office manager and sales 
manager. KRIB, Fort Lauderdale, to 
general manager, same station . . . 
Hal O'Halloran, sports announcer, 
KFH, Witchita, KOME, Tulsa, to ac- 
count executive, KOME. Tulsa . . . 
Mike Verges, account executive, 
WTIX, New Orleans, to sales man- 
ager, WWOM, that city . . . Judith 
Lawton from KABC, L.A. writer- 
newscaster, to KNDT, Honolulu, as 
station manager . . . Cal Culver from 
KFYR-TV, Bismarck, N.D. to KBOM, 
same city, as station manager . . . 
E. C. Hughes from KFWB, L.A. to 
KLAC, Glendale, as account execu- 
tive . . . Martin Giaimo, from gen- 
eral sales manager W1LX-TV, Lans- 
ing. Mich., to general manager, 
WPON, Pontiac, Mich. 

Station acquisition: \TET, St. 
Louis, sold to Franklin Broadcasting. 
Sale price: $600,000. Sale brokered 
bv Hamilton-Landis & Associates . . . 
KTVE, El Dorado-Monroe, Calif., 
bought by Veterans Broadcasting Co. 
New officers: Ervin F. Lyke, presi- 
dent: John B. Soell and William H. 
Simons, v.p.'s: George Claffey, trea- 
surer; Grant Neville, secretary. 

Kudos: WIP, Philadelphia, station 
alumni to honor former boss, Bene- 
dict Gimbel Jr., at a get-together in 
Philly, 26 October. 

Thisa V data: WMMM, Westport, 
Conn., took a popularity jump from 
9th to a near tie for second place in 
the recent Pulse study involving the 
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station's eight-market coverage area 
. . . WGTC. Greenville, N. C, took 
the direct route in attracting media 
buyers by sending samples of freshly- 
harvested Bright Leaf tobacco to some 
200 bu\ers. 



National advertiser's are taking 
to fm on the double, according 
to Walker-Rewalt. 

Advertising schedules on Quality 
Music FM stations ran double that of 
last year during the month of Sep- 
tember. 

The current roster advertiser: Ar- 
nold Bread. Atlantic Monthly, Danish 
Blue Cheejse, Oldsmobile, French 
Tourist Bureau, Fleetwood Coffee, 
Chrysler Corp., TWA Airlines. Grace 
Line, Hamilton Watch, Matson Navi- 
gation. Time Magazine and Japanese 
Airlines. 

The four-month old FM Broad- 
casters association of Greater 
Kansas City has taken several 
giant steps forward in establish- 
ing fm as a selling implement. 

Their methods: the organization 
originated and produced a 17-minute 
color slide-sound film presentation 
which traces the growth of FM radio 
and stresses it's selling potency. 

More than 100 key admen were 
exposed to the presentation at a spe- 
cial gathering in Kansas City, last 
month. 

FM notes: WXFM, Chicago, ex- 
tended its evening programing to five 
hours per week with the addition of 
After Hours, last week . . . KMLA. 
L.A. began, last week, to broadcast 
programs in Yiddish, French, Span- 
ish, German, Italian and Hungarian 
via an international segment of pro- 
grams slotted in the early a.m. to 
noon hours. 



NETWORKS 



Net tv sales: American Tobacco 
( BBDO) to sponsor Remember Hotc 
Great, Jack Benny hosting, on NBC, 
9 February . . . Commercial Bank 
of North America < Bach Associ- 
ates) purchased sponsorship of Meet 
The Press, WNBC, N.Y.C. 



New radio affiliation: K 

Phoenix, to join ABC, end of 
month. 

Promotion idea: NBC TV 
borrowed from the Chinese in its 
est promotion gimmick. Fori 
cookies are being dispatched to ai 
ate stations who in turn, are hand 
them out in their areas. When opei 
the Chinese confection reveals a t 
slip of paper which reads sometq 
like this: Yes! We have Bona 
every Saturday — XBC. 



Net people: E. Roger Muir 

signed his post as senior mem 
NBC's program department, 
plans: to produce film and live 
productions and theatrical offernj 
in his newly formed company — ^ 
Merritt Enterprises, Inc. 

Net thisa 'n' data: Some 210 C 
affiliate radio stations have been g 
ed with season memberships in 
New York Philharmonic Society. 



REPRESENTATIVE 



Rep appointments: KJCN, Deni 
to H-R Representatives . . . KIG 
Calexico. Calif., to Sandeburg-Gi 
. . . KSWO-TY, Wichita fJ 
Texas, to Venard, Rintoul & McO 
nell . '. . WQMR, Washington, D. 
to Headley-Reed . . . WEZE. Bosti 
and W VET, Rochester. N. Y. to R< 
ert E. Eastman. 

New address: Forjoe and Ga 
pany L.A. office location: Pal 
Building, 6362 Hollywood Blvd. 

New office: Robert E, Easting 
Atlanta. 

Personnel moves: John S. Hug 
promoted to assistant sales manaJ 
for radio, Avery-Knodel . . . DonJ 
F. McCarty from S. E. Zubnl 
Philadelphia, to radio sales stl 
Avery-Knodel, N.Y.C. . . . Lewis 1 
Johnson promoted manager, East^ I 
office, NBC Radio Spot Sales 
William P. Marseilles from LI 
Trainer Corp., Binghamton, N.Y.J 
Robert E. Eastman, Atlanta of| 
manager. 
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Pistachio Choc. Fudge 
Walnut Cherry-Van. 
Chctohh Pineapple 
Strawberry Apricot* 
rry Fr. Peach 





. . . others like chocolate, strawberry, 
black walnut ... in fact, that's the reason for 28 flavors . , . 

something to suit every possible taste! 
Good, sound programming comes in many 
flavors, too. At KSLA-TV the flavors of programming are 
as many and varied as are the tastes of our 755,000 viewers. 

And each flavor ♦ . . news, variety, public affairs, 
comedy, drama, action . . , has all the richness and 
taste appeal that keeps the viewers coming back for more. 

Our advertisers keep coming back, too, 
for the "double-dip" of KSLA-TVs audience loyalty. 
Ask your Harrington Righter i? Parsons man to scoop up 
your flavor of availabilities for you today. 
We've got 'em all . . . even plain vanilla! 



shreveport, la. 
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FILM 



Syndicators me often able to 
make a success out of a specialty 
that other distributors and pro- 
ducers ha\e overlooked. 

Thus Official Films is riding the 
crest of a wave which it itself did 
much to set in motion: the shorter 
program segment. 

Official's three latest entries of this 
type are Profile and Animal Land, 
each five minutes, and Do You Re- 
member?, a one minute series. 



All are now being shown to net- 
work prospects, but might possibly be 
subsequently released for syndication 
instead. 



Sales: MTA's post-1948 20th features 
to WKBW-TV, Buffalo; WFAA-TV, 
Dallas, and WFLA-TV, Tampa . . . 
ITC's Canadian office sold Halls of 
Ivy to the Canadian Broadcasting 
Corporation (CBC), the fifth pro- 
gram deal to that network this year 
. . . Sara Lee renews Play of the 
Week in Chicago . . . CNP's Jim 



A BILLI0O0LLARS ON A 
SILVER1PLATTER 




It's not exactly a gift ... but it's yours 
with one simple buy. Buy WSFA-TV and 
you effectively reach Montgomery and 
Central-South Alabama . . . where a 
million people spend over a billion dol- 
lars every year. 



WSFA-TV 

NBC / ABC MONTGOMERY- CHANNEL 12 



Represented by Peters, Griffin, Woodward, Inc. 



The Broadcasting Co. of trie Sooth 
W1S-TV Columbia, South Carolina 



Backus Show to American Tobad 
(BBDO) on WHIO-TV, Dayton, a) 
WISH-TV, Indianapolis; Southwi 
Public Service, KSWS-TV, RoswJ 
N. M.; Kerns Bakery on WLAC-T 
Nashville; and to stations KGM 
Honolulu; WDAU-TV, Scranto 
Wilkes-Barre; KFBC-TV, Chevemu 
WJIM-TV, Lansing; KREX-T 
Grand Junction, and KID-TV, Idar 
Falls. 

More sales: WTVH, Peoria, bougl 
a package of post-1950 Warner Br© 
films . . . UAA features to WOR-T1 
New York: KHJ. Los Angela 
^TEC-TV. Norfolk; WOC-TV, Di 
enport; WRGP-TV, Chattanooga 
WTVR, Richmond; WTAP-TV. Par* 
ersburg, W. Va.; WOOD-TV, Gran 
Rapids, and WSIX-TV. Nashvilf 
also UAA Popeve and Warner Bro 
cartoons to KTLA. Los Angele? 1 
WTOP-TV, Washington; WFAM-Tv 
Lafayette; WTRF-TV. Wheeling 
WOOD-TV. Grand Rapids, an 
WTTG, Washington. 



Programs: Goodson-Todman Pre 
ductions signed Howard Erskine t 
produce and Larry Marks to produc 
Medical Detectives, a new tv suspens 
series based on Berton Roueche's nov 
els and his stories in the New Yorke 
magazine. 

Promotion: NTA is providing 
special Trailer Quiz to stations buy? 
ing its post-1948 20th Century Fo 
feature film package. Viewers ar 
asked to identify forthcoming tv if 
leases from glimpses of scenes 
The American Legion Auxiliar 
Golden Mike award went to Ziv-IL 
Man and the Challenge. 



Research: Ziv-UA sales researcher* 
have discovered that the syndicatiffl 
buying pendulum is swinging towafl 
sponsors and away from stations. Thi 
year, for the first time, sponsors anj 
signing the majority of film contract 
(53% ) , compared to the last year wher 
stations still did most of the negoti| 
ating (51%). The rise was attributed 
to the entrance of national advertiser! 
into syndication; they comprise 31% 
of buyers of Case of the Dangerom 
Robin currently, compared to virtual- 
ly nothing when Sea Hunt started 
four years ago. 
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HITCH 
YOUR SELLIHG 
TO AIR MEDIA BASICS 
AND WATCH YOUR SPOT ZOOM 




I960 AIR MEDIA BASICS $2.00 



REPRINTS 



TIMEBUYING BASICS 
TELEVISION BASICS 
RADIO BASICS, FM BASICS 



1 to 10 

10 to 50 ... . 
50 to 100 .. 
100 to 500... 
500 or more 



40 cents each 
30 cents each 
25 cents each 
20 cents each 
15 cents each 



To Readers' Service, SPONSOR, 40 E. 49th Street, N. Y. 17 
Please send me the following: 



.'60 AIR MEDIA BASICS ISSUE 
.TIMEBUYING BASICS 
.TELEVISION BASICS 
.RADIO BASICS, FM BASICS 



NAME 

FIRM 

ADDRESS. 




PUBLIC SERVICE 



Stations throughout the country 
have gone presidential-poll happy 
as never hefore. 

The polls vary as to methods : some 
are phone-ins and others are by 
cards; some of the phone solicitations 
are based on carefully devised sam- 
ples and others are willy-nilly from 
the phonebook. 

At any event it's a game at which 
anybody can play and it has this 
likely asset: stimulating actual voting 
at the polling-place. 

Advertisers are taking a shine to 
public service programing: 

Sponsorship figures of this type of 
programing, over the past three years, 
bear this out, according to CBS's 
John Karol. 

Quarter-hour sponsored programs 
on three networks increased like this: 

• October- April 1957-1958: 357 
sponsors 

• October-April 1958-1959: 475 
sponsors 



• October-April 1959-1960: 569 
sponsors 

This does not include the political 
coverage of conventions, presidential 
campaign doings and election re- 
turns. 



Here and there: WMCA, N.Y.C., 
premiered last weekend, The Time Is 
\oiv, a dramatized study of how one 
southwestern city integrated peace- 
fully . . . W LAM, Lewiston, Me., re- 
ceived kudos from the local paper 
with a feature article and photos spot- 
lighting the station's public service 
program on City Council doings . . . 
WIL, St. Louis, did its part in fire 
prevention week by airing special an- 
nouncements and taking active part 
in the city's parade . . . KTRK-TV, 
Houston, telecast Expedition Houston, 
a historical documentary . . . WFIL- 
TV, Philadelphia, KDKA-TV, Pitts- 
burgh, WBZ-TV, Boston, WJZ-TV, 
Baltimore, KYW-TV, Cleveland, and 
KPIX, San Francisco, to present 
University of the Air series, produced 
by Triangle. 



More here and there: WI1C, Pil 

burgh, giving cash grant of S2,(X 
to WQED, the local educational 
station for needed sound-proofing 11 
terial . . . WSEN, Baldwinsvil 
\. Y., began a school bus safety u 
ture alerting motorists of caulil 
areas . . . WLW-D, Cincinnati, i 
quainting area people with outt 
space mysteries with the progrJ 
Expedition Space. 

Kudos: WCAU-TV, Philadelphi 
recipient of certificate for meritoriaP 
public service from the Internal Re 
enue Service of the U. S. Treasm 
Department for the program Is 
Deductible? . . . WCSH-TV, Pa] 
land, recipient of the American Hca 
Association's 1960 tv award , 
WCCO-TY, Minneapolis-St. Pal 
news department honored with Racfi 
Television News Directors Assoct 
tions top national award . . . WAD! 
Ansonia, Conn., president and gener 
manager Sydney E. Byrnes, award 
honor title Fund Raising Persona!^ 
of the Year by the Connecticut A>^ 
ciation of Mental Health. 4 



ADVERTISERS WANTED TO KNOW... 

THE NUMBER 1 STATION IN THE DES MOINES AREA MARKET! 

so . . . 

ADVERTISERS AND AGENCIES 
SELECTED THE AREA! 



IT WAS THE 23 COUNTIES WHICH 
ADVERTISERS AND AGENCIES 
DEFINED AS THE DES MOINES MARKET 

PULSE, INC. MADE THE SURVEY! 

THE PERIOD COVERED MONDAY 
TO FRIDAY, JUNE 15-28, 1960 



KIOA KAKC 
DES MOINES TULSA 



KBKC 
KANSAS CITY 



CHARLES STONE, General Manager 
JIM DOWELL, V.P. & Dir. of National Sales 





THE RESULTS ? 

KIOA 

AGAIN WAS RATIO 

t CHOKE 



IN THE 23 COUNTY 
DES MOINES 
ADVERTISER AREA 



FOR COMPLETE INFORMATION ON KIOA CONTACT KIOA OR ADAM YOUNG, INC., REPRESENTATIVES 
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LOOK WHAT'S 
HAPPENED TO 
TELEVISION 
IN OREGON! 



NEW THREE STATION NETWORK 
AILED "OREGON TRIANGLE 
ELEVISION" THAT DOMINATES 
•IE ONLY MAJOR MARKET 
ETWEEN PORTLAND, OREGON 
ND SAN FRANCISCO, CALIFORNIA 

iat brings the only clear picture to 
rer 100,000* TV homes with an 
timated buying income 
$685,062,000.* 



Easy to buy! One order, one 
billing to your Hollingbery man 
or Art Moore & Associates 
(Portland-Seattle) 



"A very conservative estimate 
if you have looked at other 
ratings and surveys. 





KPIC-TV Ch. 4 
ROSEBURG 
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KVAL-TVCk.13 
EUGENE 



KCBY-TV Ch.ll 
COOS BAY 

Affiliate 



STIR 
UP 
SALES 

BUY 

WREX-TV 

THE 
HOT 
BUY 
EVERY 
MONTH 




GET THE FACTS 

FROM OUR 
PERSPIRING REPS 



H-R TEtEVISION,INC, 




ANOTHER WRBL-TV EXCLUSIVE 
IN GEORGIA'S SECOND 
MARKET 




Now available for 
replay of National 
spot tapes. 



Studio and remote 
muiticamera 
facilities. 



Call your 
Hollingbery man 
for details and 
rates. 



!£ORGIA r - « 
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Tv and radio 
NEWSMAKER 





Philip Brad 



Donald H. McCannon, president of W 
inghouse Broadcasting Co., was present 
with the coveted Pulse "Man of the Ye 
award. He was honored by Pulse for ' 
dedication to the industry and enlighted 
leadership of the Westinghouse Broadcal 
ing Co., and of the NAB TV Code Revii 
Board which set industry goals, and « 
instrumental in raising public service p 
graming and industry commercial standards." Previous winners 
the Pulse award included Robert Kintner, and Marion Harper 

Harold Miller has been elected vice presi- 
dent and associate media director of Grey 
Advertising, Inc. Coming to his new post 
from Benton & Bowles, Miller succeeds 
Eugene A. Accas who is shifting over to 
the radio/tv department as v.p. for net- 
work relations. Most recently Miller was 
v.p. and manager of the media department 
at B&B. Earlier he was media research 
manager for the Biow Co. Other Grey appointments 
and Helen M. Wilbur have been made assistant media directoi 

Milton H. Raymond has been named 
ior vice president of Grey Advertising, Ii 
£ V as well as chairman of the agency's ney 

~* created administrative plans board of I 

New York office. Raymond joined Gra 
in June of this year as a v. p. and accod 
group supervisor. For 10 years prior 
was v. p. first of Dowd, Redfield & Jolj 
stone and later, in 1959, its successor t 
hen, Dowd & Aleshire. Earlier he was with Lester Harrison, Inc. FU 
mond is a native New Yorker, married to singer Dorothy Sarno 

James A. Jurist was appointed director of 
business affairs for California National 
Productions, a subsidiary of the National 
Broadcasting Company. Jurist, who came 
to NBC in 1956 from the accounting staff 
of Arthur Young & Co., was employed first 
as financial analyst at NBC. Later, he 
moved up to manager of internal auditing, 
then to chief accountant, director of operat- 
ing budgets. Chicago born, Jurist lived in Brooklyn, has a B.A. fnJ 
Columbia College, an M.B.A. from Columbia's School of Busind 
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We Me Phased 
' U (ffnnounce Mai 

WSJS Radio & Television 

WINSTON-SALEM /GREENSBORO 

Are Now Represented Nationally 
J by 

Meters, Griffin, Woodward, mc. 



Triangle Broadcasting Corporation 




President 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



It has often been said that television creates its own markets. Owners of area 
tv stations point out this is particularly true of them. A vocal spokesman on 
this point is John W. Guider, president of WMTW-TV, Portland, Me., (Mt. 
Washington, A . H.). Guider naturally feels strongly about the fact that the 
conventional methods of market ranking do not take into account the specific 
coverage advantage that area stations have. According to Guider, of the 
450-odd commercial television stations in the U. S., only five are area types. 

'YES, VIRGINIA, THERE ARE AREA STATIONS' 




l" or a long time we have been pounding away at time- 
buyers with statistics to the effect that there exist two 
type? of tv stations. Those that serve metropolitan markets 
and are termed metropolitan stations and a group of sta- 
tions that are termed area stations, that do not serve one 
particular metropolitan market but serve a number of 
markets, both metropolitan and smaller. 

\^ e realize that there are a number of reasons for a mis- 
understanding of the terminology area station; mainly, we 
realize some of this misunderstanding stems from the fact 
that there are only about five stations in this country which 
are in truth area tv stations as against some 450 other 
commercial tv stations. 

However, the reason we stress the fact that we are an 
area station and not a metropolitan station should be obvi- 
ous. Start out with the proposition "markets" and you can 
get a pretty good idea of the difference in our "market" 
and the "market" of a city serving a metropolitan area. 

Traditionally stations have been located in and for ma- 
jor cities, and their market has been generally accepted as 
the market of that city in the sense that the market has 
been defined by the Census Bureau, or by custom, or by 
the various agencies that list and give statistics for "mar- 
kets," 

An area station has no such "market." Its market con- 
sists of a great many small towns and rural communities 
and farms, and in the past it has not been gathered to- 
gether into any tidy little package such as exists for any 
station located in the first 200 cities (from a population 
standpoint) in the country. 

A Bloomington, 111.; a Reno, New, or a Charleston, W, 
Va.. will find itself listed among the markets in a dozen 
places, but Mt. Washington, reaching a population several 
times greater than any of these places may not be found in 
some conventional market listings. 

Recently however, a television research outfit threw out 
its long-established concept of what constitutes a market 
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and merely measured the actual area served by the variol 
stations. For the first time Mt. Washington was listel 
not only for the first time as a market, but as the 50i 
market in the country — an extremely important indication 
of the difference between area and metropolitan stations. 

The thing that we hope timebuyers will file away in thei 
minds for use in buying time in the future is that a majq 
population center can account for less than 15% of tot 
population coverage (in our case, for example, the city ( 
Portland, Me.). Another example: by far the majority d 
our viewers are to be found in some 1,100 small towij 
that lie within our primary service area. 

When a distributor or a marketing man speaks of Poll 
land, he means the entire marketing area of Maine, Nd 
Hampshire, and Vermont. His distribution lines begin i 
Portland and cover the tri-state area. The advantages q 
an area station to advertisers of nationally or regional 
distributed products are obvious. 

As an area station we encounter evidence every day thj 
all the rules are made for metropolitan stations and nor 
of them ever considers its application to area station^ 
Countless examples could be made beginning right with tl 
FCC rules: provisions which make all the sense in M 
world for most stations are absurd when applied to are! 
stations. Consequently, it is important that the termina 
ogy "area station" be more closely studied by the peopi 
who are investing an advertiser's money in the tv mediiM 

An area station is in a rather unique position. There 
no other medium that can cover an area like a tv art 
station. Neither by tv from "metropolitan" stations, radii 
newspapers, match boxes, billboards or any other form 
advertising is it possible to reach such a large number * 
people without using a greater number of outlets. 

So in the future, when someone mentions area statioi 
and asks about them, I hope the answer will be "Yes, Vj 
ginia, (and Miss and Mr. Timebuyer), there is suchl 
thinsr as an area station." ^ 
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AMERICA'S FAVORITES 




Gerber Products Company— makers of America's favorite baby food— and the CBS 
Television Network's "Captain Kangaroo"— America's favorite children's program- 
have completed an uninterrupted alliance of four years. And now their fifth year is 
beginning. The key to such a successful relationship? Sales results! As Gerber begins 
its fifth consecutive year of sponsorship, the Captain Kangaroo family salutes its 
friends at Gerber and says "thank you" for continued support and trust. 

* APT Al N KANGAROO/CBS TELEVISION NETWORK 



I addition to Gerber Products Company, represented by D'Arcy Advertising Company, Captain Kangaroo salutes these other sponsors'. American Doll & 
uy Corp.; The Borden Co.; Colgate-Palmolive Co.; Colorforms; Continental Baking Co.; P. H. Hanes Knitting Co.; Hollywood Brands, Inc.; Little Crow 
Jilling Co.; The Kitchens of Sara Lee, Inc.; Arnold, Schwinn & Co.; Schaper Manufacturing Co., Inc.; The Welch Crape Juice Co., Inc; Warner-Lambert 
jiarmaceutical Co.; A. C. Spalding & Bros. Inc.; Kellogg Co.; Rainbow Crafts, Inc.; Tootsie Roll Co.; Texaco, Inc. 
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The man and the challenge 

WTien, in early January, Governor LeRoy P. Collins steps 
in as president of the NAB, he will have the enthusiastic back- 
ing of a large majority of broadcasters. 

Nearly every radio and tv man we have talked to since the 
Collins appointment was announced on 10 October, has ex- 
presesd gratification and delight that the NAB selection com- 
mittee was able to find a man of such stature to head up the 
Association. 

Several have pointed out to us that Governor Collins, even 
before the Democratic Convention in Los Angeles swept him 
to national tv prominence, was an energetic user of the broad- 
cast media during his two Florida terms. 

He brings to the NAB a sympathy with and an understand- 
ing of the power and importance of radio and tv, as well as a 
high-level knowledge of political and legislative problems. 

But the Governor also faces one of the most challenging 
and difficult jobs which exist anywhere in American business. 

No other large industry — and we say this very deliberately 
— has as many rugged individualists, or as many conflicting 
viewpoints, as has the broadcast business. 

This is at once its strength, but also and especially in times 
of crises the industry's great weakness. It is difficult for 
strong leadership to assert itself, even when strong leaders 
are desperately needed. 

The test of Governor Collins, after he has had a chance to 
absorb the complex and exhausting details of his new post, 
will be whether or not he can give the industry the vigorous, 
powerful, and forward-looking leadership it genuinely de- 
serves. 

If he becomes merely a "Washington spokesman" for the 
private aims and ambitions of a heterogeneous group of 
broadcasters, he may be an attractive and highly ornamental 
figure, but he will have failed the larger task. 

If. on the other hand, he can use his office to exert a strong 
positive influence both externally with the public aiid govern- 
ment, and internally, within the industry itself, he will give to 
broadcasting what every thoughtful man among us knows we 
should have. 

This is the challenge the Governor faces. In this we wish 
him well and, as he assumes his difficult post, we pledge him 
our support. ^ 



lO-SECOND SPOTS 

Oh, NAB Code! Product protectil 
took its lumps during that wild Woj 
Series, at least during two gamJ 
Everytime GM's commercial ende] 
it seemed, the radio announcer ca^ 
on with, "Here's Ford!" And wht 
did all those booming homers lanj 
Why, in Schenley Park! 

The Summit: There's a runa 
around town that David Susskind 
XTA's Open End has plans to ttl 
his interview with Mr. K with a rfl 
bombshell in late December, 
guest has not jet been announcJ 
but word is out that Mr. Susskinc 
questions are being drawn up for hi 
by a panel of leading theologians, 

ATTN: Media Directors! Repr 

sentative Joe Martin uncovers 
ready-made ad medium in his bol 
(with Robert J. Donovan) "J 
First Fifty Years in Politics." | 
reveals. "I alwa\s make a point 
shaking hands with bartenders whel 
ever I come across them, becaJ 
their recommendations, voiced at th] 
moment when men's minds are higl 
ly receptive to ideas, carry mta 
weight in a community." But Cf 
gressman, the boys got so confus 
last year they elected Miss Rhcingi 
to the State Legislature. 

ATTN: Harry and Bert! Those g| 
who are always one step ahead of 
raw. the strip-teasers, have donej 
again — this time under the influei 
of spot tv and radio. There's notfl 
pair who call themselves "The Pi 
Sisters." Quite a take-off. 

ATTN: Admen! "The New EnglJ 
Journal of Medicine" reported, al 
a study of Trappist monks, that"nel 
er a peaceful life nor a diet extrei^| 
ly low in meat and animal fat 
daily physical exercise) pres'-l 
(them) from the ills often linked! 
high pressure civilization" typifiedj 
the life of the average AmeriJ 
business or professional man. 
an onion in it this time, Arthur. 

The truth stinks: Jack Can 
morning broadcaster at WIL, 
Louis, sends along a hard-luck sb| 
about a guy who spent $4,000 f-i 
halitosis cure and then found out 
no one liked him anyhow. W ell, 
better than no breath at all. 
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SPECIAL SPRING OFFERING. 



OF 



BABY CARRIAGES 




WGAL-TV 



CJtcuuiM <f 



Lancaster, 
NBC and CBS 



MULTI-CITY TV MARKET 




Best buy in the Lancaster/Harrisburg/ 
York area today. This Channel 8 station 
is far and away the favorite in these three 
metropolitan markets and in many other 
communities as well. WGAL-TV delivers 
this responsive, prosperous viewing 
audience at lowest cost per thousand. 



WGAL-TV 

Lancaster, Pa. 

NBC and CBS 

STEINMAN STATION A 
Clair McCollough, Pres. 



316,000 WATTS 



preservative: The MEEKER Company. Inc. New' York '.Chicago • Los Angeles • San Francisco 




WNAX-570 NATIONAL 
PLOWING CONTEST-HOST 
TO PRESIDENTIAL CANDIDATES 



Focal point for the attention of 160,000 visitors to 
the 1960 National Plowing Contest and Soil Con- 
servation Field Days was the assembly area where 
presidential candidates, Vice-President Richard Nixon 
and Senator John Kennedy delivered major farm 
policy addresses. 

Despite rain, mud and inclement weather, huge 
crowds of midwesterners visited Plowtown, U.S.A. 
near Sioux Falls, South Dakota to hear the presi- 
dential aspirants, tour the 100 acres of farm exhibits 
and watch contestants from 14 states compete for 
the national plowing titles. 



Most of the major farm machinery manufacturers 
were represented in the exhibit area, displaying and 
demonstrating over $5,000,000.00 worth of the latest 
farm equipment. 

WNAX-570's co-sponsorship of this national farm 
event is a part of a continuing program of service 
to agriculture, reflecting the long record of leader- 
ship in farm broadcasting in WNAX Big Aggie 
Land where the farmer is King. 
WNAX-570, the nation's 40th Radio Market is the 
only single medium that reaches and delivers this 
rich agricultural area. 



A 



WNAX-570 CBS RADIO 



PROGRAMMING FOR ADULTS OF ALL AGES 

PEOPLES BROADCASTING CORPORATION 

Sioux City. Iqwq Yankton, South Dakota 

R*pr*t*nt*d by Koli 




PEOPLES BROAOCASIINC 

CORPORATION 
WNAX, Yonkton S. Dak 
KVTV. Sioux City. Iowa 
WCAR, Cleveland, Ohio 
WRFD, Columbus 

Worthingicn Ohio 
WTTM, Tremcn, N.J 
WMMN. Fairmont W.Va. 



